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Stroll down the 


year monde 


Avenue of Fashion 


at the 

N. A.D. I. Show 
June 27th to July Ist 
Conrad Hilton Hotel 
Chicago 

(Normandy Lounge on the Mezzanine) 


You'll see all the beautiful new 


See the Beau-Monde manikins for women 
“EARNEE-TURNEE”... 


lt earns as it turns and children. Acclaimed as 








America’s finest and awarded the 





Fashion Academy’s Gold Medal. 





See the 
BLACK ROD i 








N. A. D. |. MARKET WEEK 
June 27th to July Ist 


Meet your Korrect-way distributor 








See the 
“SELECTRO”... 
The first perfected 
self service 





















KORRECT-WAY 


DIV. AMERICAN FIXTURE & MFG. CO. 
2300 Locust St. . St. Louis, Missouri 
N.Y. OFFICE: 11 W. 42nd St., New York, N.Y. 


merchandising unit 
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INC iT Visit our Plant 


Station Wagou Mitty Hous W. L. STENSGAARD AND ASSOCIATES, INC. 


Escorted Tours 346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
See Us At \ Ata Specialists in Merchandise Presentation * Demonstration * Displays * Exhibits 
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Editor's Comment . 


The Trend Is Toward Reverent Themes For Christmas 


Combating Window Reflections At Filene's 
Back-To-School 
Manhattan Reporting 


From Here And There 


Promotions Coming Up 
New Colors, New Fabrics Enliven State Street Displays 


Easy-To-Build Units For The Smaller Store 
Financial Display 

The Coronation Comes To Gimbels 
Display . . . On And Off The Record 
The Challenge Of Self-Selection 
Bridal Promotion With A B.A. Degree 
Self-Selection Sells Socks 

Trade Personalities 

A Professor Views Display 
Sesquicentennial Theme 

May Medal To Browne . 


Carnation Promotion 











The Display Parade 

New Horizons For Point-Of-Purchase 
Store Modernization And The Architect 
Displaymen's Art Show . 
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Your Column 
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OHIO 


OUR NEXT ISSUE 


Featured in the July issue will be a 
complete report of the Display Market 
Week which ends in Chicago on July | 

. A number of special articles are 
scheduled for the issue, and there will 
be reports on the latest in display from 
New York City, Los Angeles, and Chi- 
cago. In the mail July 15. 


THE COVER 


This is the corner window in a series 
of bridal displays by Tony 
Markus, display director of The White 
House, San Francisco. 


window 


Note the scroll- 
like decoration at the side and top of 


the window: it is made of cake icing. 


EASTERN OFFICE 


47 West 57th Street, New York City 19. 
Phone Plaza 3-5989. 


SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the United 
States, Canada, Pan-American Countries, 
Philippine Islands and Spain: ali others $5.00 
a year. Canadian and foreign orders payable 
in U. S. funds by International money order 
or New York bank draft. Single copies .50 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date: other- 
wise missed copies cannot be supplied 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


Member 





National 
Association of 
Display Industries 


Audit 
Bureau of 
Circulation 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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498 Seventh Avenue * New York 18 * Dot Williams, president 
_ Mary Brosnan & Durabelle Plastic Mannequins * Pacific Pr 





*on exclusive basis to one store ina. 
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or no matter how far you travel, 
let us show you the best in display, 


it's 


See It Yourself — Prove It Yourself 


TUBE AND TUBE FIXTURES 


See for yourself how fast, economical and effective these GRIPTITE juteboard tubes and fixtures can help YOU with 
YOUR display job. 


We want you to come in and talk to us and let us show you the baby we are proud of at the NADI Convention 
from June 27th through July 2nd. 


SIDNEY NEWHOFF ASSOCIATES R-TEX CO. 
1237-39 South Olive St. 235 East 42nd St. 
Los Angeles 15, California New York City, N. Y. 


SEE US AT 


Booths 15-28 Booths 16-27 


CONRAD HILTON HOTEL, CHICAGO, ILLINOIS 


DISPLAY WORLD 









DETERMINES 
RESULTS FROM SIGNS 












PROBLEM: How to get them? 


ANSWER: A review of research on signing shows that 
for maximum results merchandise signs should (I) give a 
reason for buying or suggested use, (2) tell brand name 
and/or descriptive name of item, (3) outline the im- 
portant features of the item, especially those not 
obvious, (4) state the price, including unit of measure if 


needed, as well as the savings on multiple purchases, as 
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3 for $2.75 where individual price is $1.00. 


Adopt SIGN REQUISITIONS with COPY CONTROL 
which guide the writing of the sign message by using 
rectangles of a predetermined length, so that the writing 
which approximately fills the rectangles is the amount 
of wording that will do the best selling job. The number 
of lines is clso controlled by these copyrighted forms. 


Llice-O-Stribe ovveemines 





QUALITY OF SIGNS 
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.7 Write for Packaged Information M53X, show- 


ing complete follow-thru with description and 


prices on all models of Line-O-Scribe. Smet 


depending on your type selection. 


PROBLEM: How to get it? 


ANSWER: A standardized layout on the machine is a natural follow-thru 


when Copy Control forms are used. Your Signs can whisper or shout, 


suggesting and persuading. 


They will always be clean, fresh, polite, 





SEE A DEMONSTRATION 


BOOTHS 57 & 58 
EXHIBITION HALL 








JUNE, 





THE MORGAN CO. 


CHICAGO 41, ILL. 


3984 AVONDALE AVE. 
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CONRAD HILTON HOTEL 
CHICAGO N.A.D.1I. — JUNE 27 thru JULY 1 
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ae 15 Fifth Ave. New York 22 
(bet. 55th and 56th) 
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Conrad Hilton 


booths 73 and 75 in the 


the Congress Hotel or at 


the most beautiful « 
Christmas line ever devised 
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FOLDING 
_ DISPLAY SCREEN 














Chow Shoes or Shotguns ! 


e INCREASED DISPLAY AREA ¢FREE STANDING 
e ADJUSTABLE TO FLOOR AREA e¢ COMPLETELY ASSEMBLED 
¢ FORMS OWN BACKGROUND e ELIMINATES WASTE AREA 
e FOLDS FLAT FOR STORING e¢ INEXPENSIVE 


Price List 


Price per screen—ready for finishing, including necessary plastic lacing 
Panel Size 3 panel 4 panel 5 panel 6 panel 
12” x 36” $ 3.50 $ 4.75 $ 6.00 + 7.00 
18” x 48” 7.00 9.50 12.00 14.00 
A wide variety of Peg-0- Price per screen—completely assembled with plastic lacing and both sides 
Panel fixtures permits dis- finished in lvory or Pearl Grey 
plays of any merchandise Panel Size 3 pane! 4 pane! 5 panel 6 panel 
from shoes to shotguns. 12" x 36" $ 7.00 + 9.50 $12.00 $14.00 
18” x 48” 14.00 19.00 24.00 28.00 


Prices quoted f.o.b. Detroit, Michigan 
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20,000 Adler-Jones customers — yes, 20,000 
look to us for the gallery of totally ve designs we Ve 
promised them. And we assure them and you that 
eve readied a whole new world of MORE 
new ideas, MORE new display mediums, MORE new colors 
than they — and you — have ever seen or can 
imagine — in a great Fall and Christmas show 
complete unto itself --° here at Adler-Jones 


AD HILTO 
outh Wabash Ave. 


Look for the sign 
s Streets 


between Harriso 


21 S. WAB 


AKE ADLER- JONES YOUR HEAD- 
AY MARKET WEEK 


ie — AND M 
-RTERS DURING pISsPL 


38th YEAR 
for your convenience. 


DISPLAY Be: al ne ) en all day Sunday, 


JUNE, 1953 














NOW you can have up to 


100% MORE 
SELLING AREA 


On your present equipment or new installations with 


mt Y/ZUSEL L- 


Darlina’s Flexible New System for Visual Selling! 




































Vizusell speeds sales—steps up profits in channel is designed to take quarter inch Perf- 
crowded stores with limited selling area,and —_ board, mirrors or decorative panels. 
in new installations as well—provides up to See how you can get more productive sell- 
100 % more effective selling area... puts mer- ing space with Vizusell—the strongest and 
chandise up and in view... creates organized most versatile visual selling system available. 
mass display ... promotes self-selection of — Get all the facts! Send coupon today! 


hard and soft lines in all types of stores. It’s 
the most exciting, down to earth develop- 
ment in retailing today! 


Use Vizusell on present walls, counters, d 
tables, islands and in stock rooms. It’s BIG SALES an PROFITS 
stronger and more flexible than any similar with Y/ZIS "IMA the 
system in the market. Quick, easy conversion —— 


for new or seasonal merchandise is a cinch. sensational new system for 


And Vizusell permits complete department 


changes in jig time with minimum labor and visual selling by DARLING! 


minimum store disturbances. 





Simple—Easy to Install! %& Gets more merchandise out in view and stresses 


a , self-selection selling! 
Vizusell is a simple, easy-to-use system that 


does not require skilled craftsmen to erect. ¥%& Consolidates assortments for more productive 
Rugged steel channels are anchored to walls, selling areas! 
cabinets, counters or islands. Shelf Brackets 
and other attachments are secured to channel 
by simply tightening screw. Adjustable to 
any desired height, these brackets are far 
superior in design to anything in the market. 
They are equally adaptable to wood or glass 
shelving and have much greater strength and 
flexibility than the old style knife brackets. 
Vizusell accents the merchandise. Its unique 
design provides more than adequate strength 
with a minimum of metal and bracing. The 





Use on present equipment or new installations! 
For counters, tables, walls or islands. 


Simple, easy to install! Requires no skilled 
craftsmen to erect. 


Stronger and more flexible than any similar 
system in the market! 


+ +  F 


Superior bracket design for wood or glass 
shelving, outdates old style knife edge types! 











SEE VIZUSELL at our CHICAGO SHOW ROOMS, 222 W. Adams, during MARKET WEEK June 27— July 1. 
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‘= WIZUSELL FOR COUNTE RS ' Vizuse"! 


owe ti ite! counter fixtures are designed for use on 
- €% ores : ~~ = — single and back-to-back counters or tables. 
m oe a Their great strength assures more rigidity for 
all types of merchandise. 


ic * i Se ® 


er Wiuselt FOR WALLSS Vizusei's flexivitity 


assures quick, easy conversions or 


















adjustments for new and seasonal merchandise. 
Entire department changes cease to be a 
problem with Vizusell. Use it on present 

walls or in new installations. 





VSTi FOR ISLANDS! visit isideo 


Z 44 for building islands and low-boys. 
ar | . = 
Its superior strength and design characteristics 
make it an integral part of the unit. 
It gets more merchandise up in view to 
stimulate self-selection selling. 
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_ 

° L.A. DARLING COMPANY, Bronson, Michigan ; 

: Please rush complete details on Vizusell for {_| counters, > 

° _ walls, | islands, 7 

- e 

e . 

- - 

e Name ° 

2 < 

* € 

: Street : 

L. A. DARLING COMPANY, BRONSON, MICHIGAN == . 3 
NEW YORK CHICAGO LOS ANGELES ; City State > 
47 W. 34th St. 222 W. Adams St. 511 W. Olympic Bivd. ° ° 
@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaeeoeee © 


It's been under wraps for more than 2 years ...soon the big news will be 
out...the most revolutionary new development in mannequin 
manufacture since the production of wax figures! Backed by a firm 
with 3 generations of manufacturing know-how. 

YOU'LL AGREE when you see it .. . this is certain to be the most dramatic, 


& 


most exciting event in the history of the mannequin industry. 


» DISPLAY JOBBERS! DISPLAY MANAGERS! 


MAKE NO 


MANNEQUIN 
COMMITMENTS 


... until you get the facts! 


YOU'LL AGREE when you see them... no finer 


mannequins have ever been made. And something new 
has been added! New practical advantages, new ease 
of handling and mobility. 


_.. AND THE PRICES WILL AMAZE YOU! : 


Hold everything for the full story — Coming soon! 
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Abraham & Straus, Brooklyn, N. Y 
J. N. Adam & Co., Buffalo, N. Y. 
Alexander's Dept. Stores, Inc., Bronx, N. Y. 


Anderson-Newcomb Co., Huntington, W. Va. 


L.. S. Ayres and Company, Indianapolis, Ind 
The Addis Co., Inc., Syracuse, N 
Bb. Altman & Co... New York 

Arnold Constable & Co., New York 
l.. Bamberger & Co., Newark, N. J 
Belk-Berry, Wilmington, N. ¢ 
l.. L.. Berger, Inc., Buffalo, -N. \ 
Blach’s, Birmingham, Ala 
Blauner’s, Philadelphia 

on lon Dept. Store, aston, Pa 

puck’s, Inc., Wichita, Kan 
Burdine’s, Miami, Fla 
Bych bros., Louisville, Ky 

Belk’s Dept. Store, Columbia, S. ¢ 
J. Blach & Sons, Birmingham, Ala 
William H. Blow k, Ine... Indianapolis, Ind 
Bogys & Buhl, Pittsburgh, Pa 
‘The Bon Marche, Seattle, Wash 

lL. Brandeis & Sons, Omaha, Nebr 
srown-Dunkin Co., Tulsa, Okla. 
srown & Thomson. Inc.. Hartford, Conn. 
slock & Kuhl Co.. Peoria, I 
ane Bryant. Inc.. Baltimore. Md 
Hoommedale Bros., New York 
jonwit Teller, New York 
ergdort (,o0dman Co., New York 

lhe Cam-Sloan Co., Nashville, Tenn 

arson Pirie Scott & Co., Chicago, II] 

\. Chappels, Syracuse, N. Y. 

herry AS Webb  @ Providence. IX 

herry & Webb Co.. Lawrence. Mass 

leland Simpson Co., Scranton, Pa 

ohen Brothers. lacksonville. lla 

\. W. Cox Co., Charleston, W. Va. 
Covle & Richardson, Inc., Charleston, W. Va 
Milner & Co., Detroit, Mich. 
‘| bie { aster Knott ( «©., Nashville. Tenn 
David's Specialty Shop, Kochester, N 8 
Davidson Brothers, Inc., Detroit, Mich 
Atlanta, Ga. 
‘The Dayton ( omMpany, 
‘The Diamond, Charlest 
I. S. Donaldson Co., M 
DeJong’s, Inc., lLevansvi 
’. Desiroth Co., Hazelt 
Denhoim & Mckay, W 
The Denver Dry Goods 
Dey Bros Syracuse, N. 
Dickson & Ives, Orland 
I. W. Edwards & Son, 
kK W. Edwards & Son, 
lk. W. Edwards & Son, 
ellis Stone & Co., Durl 
ellis Stone & Co., Gree 
The Emporium, St. Pat 
The Fair, Chicago, U1. 
lFamous-Barr Co., St. | 
Wim. Filene’s Sons Con 
lah & Co., Ine., Syraci 
fowler, Dick & Walker 
Fowler, Dick & Walker 
Foley's, Honston, ‘Texa: 
Forbes & Wallace, Spri 
(;. Fox & Co., Inc., Har 
(,aytime Shops, Inc., 78 
S. H. George & Sons, | 
John (serber Co., Meny 
Gsimbel Brothers, Inc., 
(aimbel Brothers, Inc., 
J Goldsmith & Sons C: 
W. R. Grace Co., 60 B 
Gertz Dept. Store, Jami 
Culchrist Co., Boston, 
Gaimbel Brothers, Inc., 
The Golden Rule, St. I 
(sittleman’s, Alma, Micl 
(;laddings, Inc., Provide 
The Leon Godchaux © 
W. B. Green Co.. Ine.. 
Julius Gutman & Co., I 
lulius Gartinkel & Co., Washington, D. ¢ 
(soldblatt Bros.. Chicago, UL. 
S. H. Hetronimus Co., Roanoke, Va 


{ rowley. 


Davison-Paxon Co.. 


14 


| B Ivey & Co... 


The Elder & Johnston ( ©., 
The Johnston Shelton Co., 
Jordan Marsh Co., 
Joske Bros., San Antonio, Texas 


J. A. Wirven Co., 


The Higbee Co., Cleveland, Ohio 

Hills, McLean & Haskins, Binghamton, N. ¥ 
Hochschild, Kohn & Co., Baltsmore, Md. 

DD. H. Holmes Co., Ltd., New Orleans, La. 


Joseph Horne Co., Pittsburgh, Pa. 


The J. L. Hudson Co., Detroit, Mich 
Wm. Hengerer Co., Buffalo, N. Y. 
Herpolshemmers, Grand Rapids, Mich 
Hardy Herpolsheimers, Muskegon, Mich 
Hofheimer’s, Norfolk, Va 

Hutzler Bros., Baltimore, Md. 

Hess Bros., Allentown, Pa. 


The Hecht Co., Washington, D. C. 


Hartley's, Miami, Fla. 

(harlotte, N.C. 
lvey-Keith Co., Greenville, S.C. 

Frank Rk. Jelliff Co., Washington, D. C 


Jonasson’'s, Pittsburgh, Pa. 


krancine Joset, Lynchburg, Va 

Dayton, Ohio 
Dayton, (Ohio 
Boston, Mass. 


S. Kann Sons Co., Washington, D. ¢ 
Kaufmann Dept. Stores, Pittsburgh, Pa. 
The Ernst Kern Co., Detroit, Mich. 
Kohn’s, Columbia, S. ¢ 

I resge-Newark, Inc., Newark, N. J 
Kaufman-Straus, louisville, Ky. 

K. tt. Kennington Co., Jackson, Miss 
lworrick’s, Phoenix, Ariz 

Kennard Pyle Co., Wilmington. Del 
Kline's Dept. Store, Atlanta, G: 
(Columbus, Gia 
Lamson Bros... Toledo. Ohio 

Lansburgh & Bro., Washington, D. ¢ 

ko & R. Lazarus & Co., Columbus. Ohio 
Lerner Shops, 354 Fourth Ave., New York 
Levy Bros., Louisville, Ky 

LaBiche’s, New Orleans, La 
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HAVE HELPED CREATE BILLIONS OF 
DOLLAR SALES FOR THE 
STORES OF AMERICA 


460 West 34th Street, New York City |, Bryant 9-5750 


LaSalle & Koch Co., Toledo, Ohio 
lit Bros., Philadelphia, Pa 
Loveman, Joseph & Loeb, Birmingham, Ala 


b. Lowenstein & Bros., Inc., Memphis, Tenn. 
ord and Taylor, New York 

Mary Lewis, New York 

john ©. Maclnnes Co., Worcester, Mass. 

R. fa. Macy W Co., inc., New York, N. Y. 
Maison Blanche Co., New Orleans, La 
Jordan Marsh Co., Boston, Mass. 

lhe May Co., Cleveland, Ohio 

McCurdy’s, Rochester, N. Y. 

Meyer's (o.. Greensboro, N. C. 

Miller’s, inc., Knoxville, Tenn. 

Miller Bros. Co., Chattanooga, Tenn 

Miller & Khoads, Richmond, \ a. 

J. RK. Millner Co., Inc., Lynchburg, Va 
Milwaukee Boston Store, Milwaukee, Wisc. 
Morehouse Fashion Co., Columbus, Ohio 
John C. MacInnes, Worcester, Mass. 

Maas Bros., Tampa, fla. 

(seorge Muse Clothing Co., Atlanta, Gia. 
Marshall Field & Co., Clicago, Il 

Mandel Bros., Chicago, [il 
Madigan Bros., Chicago, II] 
Namm-lLoesers, Brooklyn, N.Y. 
bh. Nathan, Inec., Chicago, Ill 
Nevius- Voorhees, Trenton, N. J. 
Ohrbach’s, Inc., 53 Kast 13th St., New York 
The Outlet Co., Providence, Rk. L. 

The Peerless Co., Pawtucket, Rk. I. 

Peoples Outfitting Co., Dearborn, Mich 
Peterson Harned \on Maur, Davenport, lowa 
H. & SS. Pogue Co.,. Cineimnati, Ohio 
Pomeroy’s, inc., Reading, Pa. 

Powers Dry Goods Co., Minneapolis, Minn 
Penn trathe Co., Johnstown, Pa 

The A \kron, Ohio 

The Pompian Shop, Chicago, [ll 
Regenstem'’s Peachtree, Atlanta, Ga 

ice s leashion ( orner, Norfolk, Va 
Rich's, Inc., Atlanta, Ga. 

Nike-Kumler Co., Dayton, Ohio 
Rosenbaum Co., Pittsburgh, Pa 

Phe D. M. Read Co., Bridgeport, Conn 
| W. Kobimson C©., Los Angeles, ( altt. 
The Rollman & Sons Co., Cineimnati, Ohio 
Kovyer’s, Greensburg, Pa. 

Richards Store Co., Miami, Fla 
Sage Allen Co., Hartford, Conn. 
The Sample, Inc., Buffalo, N.Y. 
Scruggs-\V andervoort-Barney, Ine., St. 
H. P. Selman & Co., Louisville, Ky. 
Shartenberg’s, Inc., Pawtucket, Rk. L. 
The Shepard Co., Providence, Kk. I. 
The John Shillito Co., Cineimnati, Ohio 
Sibley, Lindsay & Curr Co., Rochester, N.Y. 
N. Snellenburg Co., Philadelphia, Pa. 
Sonnenfeld’s, St. Louis, Mo. 
Sterling-Lindner-Davis Co., Cleveland, Ohio 
(Chas. A. Stevens & Co., Chicago, IIL. 

Kdgar A. Stevens, Inc., Evanston, IIL. 

The Stewart Dry Goods Co., Louisville, Ky. 
Stix, Baer & Fuller, St. Louis, Mo. 
Strawbridge & Clothier, Philadelphia, Pa. 
Sakowitz Bros., Houston, Texas 

Sam's, Inc., Detroit, Mich. 

Sanger Bros., Dallas, Texas 

Scranton Dry Goods Co., Scranton, Pa. 

B. Siegel Co., Detroit, Mich. 

The Siegel Co., Grand Rapids, Mich. 

l.. L. Stearns & Sons, Williamsport, Pa 
Albert Steiger Co., Springtield, Mass. 
Stewart & Co., Baltimore, Md. 

Stern Bros., New York 

Saks 5th Avenue, New York 

Saks 34th Street, New York 

Wm. Taylor & Son Co., Cleveland, Ohio 
Tate-Brown Co., Charlotte, N. ©. 
Teitelbaum’s, Salt Lake City, Utah 
Thalhemer’s, Richmond, Va. 

John W. Thomas & Co., Minneapolis, Minn 
The Union Co., Columbus, Ohio 

kK. H. W hite’s, Boston, Mass. 

The White House, San Francisco, Calif 
John Wanamaker Co., Philadelphia, Pa 
Wieboldt Stores, Inc., Chicago, Hl. 

Wolf & Dessauer, Fort Wayne, Ind. 
Woodward & Lothrop, Washington, D. C 
Younker-Davidson’s, Sioux City, lowa 
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CUT OUT AND MAIL TODAY 


THE PLASTERGON WALLBOARD CO. 
P.O. Box 40, Sta. B., Buffalo 7, N. Y. 


Please send samples and free descriptive 
literature on Plastergon Products. 


Name: 





Company: 





Address: 
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JUNE, 1953 


HAPPY SOLUTIONS TO YOUR 
DISPLAY BOARD PROBLEMS 


Here’s a type, a texture and a thick- 
ness to fit every type of job and every 
new display idea! 

And Plastergon is the quality line 
easy to work with, rugged enough to 
stand use and re-use, finished to take 
paint readily and provide a variety of 
interesting textures. In color or plain, 
they cost no more than other boards. 

Keep a good selection of Plastergon 
Boards handy in your shop. . . for 
quick, effective display work. 


Write today for samples and location 
of nearest stock! 


A. DUO-TONE—2-color wallboard in 6 dif- 
ferent color combinations. Four ply .. . 48” 
wide...6to 12 ft. long. Bundles of 12. 

B. BUCKSKIN READY BEND—1/10” peb- 
bled wallboard especially useful in display 
work, 4’ x 8’ panels .. . 20 pieces per bundle. 


C. PERFECT-O-CELL—Approximately 3/16”, 
4 ply, pebbled waliboard with extra sizing 
on both sides. Rich, cream color. 48” wide... 
lengths 6 to 12 ft. 12 pieces per bundle. 

D. MAMMOTH—Approximately 4”, 5 ply, 
pebbled wallboard of great beauty and 
strength, 48” wide .. . standard lengths 6 to 
12 ft. Bundles of 10. 

E. ECONOMY—A lot of value at low cost. 
Smooth finish both sides. 4 ply .. . 48” wide 
.., 6to 12 ft. long .. . Bundies of 12. 


F. EBONY—'/,” asphaited underlay board. 
30” x 48” (100 sq. ft. per bundle). Also 
standard panels 48” wide, 4 to 12 ft. long. 
G. BUDGETAIRE PAINTCOTE—5/16” insu- 
lating board. Licorice root fibers. Factory 
painted one side. 48” wide... 6 to 12 ft. 
Bundles of 10. 

H. LOCKAIRE PAINTCOTE—'/,” insulating 
board. Licorice root fibers for greater 
strength. Factory painted one side 48” wide 
..»6to 12 ft. 

1. LOCKAIRE—',” and 25/32” Asphalic 
board. 48” wide... 61to 12 ft. long... Also 
v-joint panels 2’ x 8’, 25/32” building boards. 


PLASTERGON Wallboards 


The Plastergon Wallboard Co., P.O. Box 40, Station B, Buffalo 7, N. Y. 
Cable Address, 'Plastergon'’ @ Phone Riverside 3370 














*LIFE SIZE 
*PAPER MACHE 


(not paper sculpture) 


* PRACTICALLY 
INDESTRUCTIBLE 


* LIGHTWEIGHT 


(easy to ship & store) 


Puy 7! 
Rint J 


4 ndoor : 


or 


Outdoors 











THE REAL STORY OF CHRISTMAS 


Nattuities QUICO DUO NINN 


FRANK DUNN e@e RUOY VARGAS 


1830 Glendale Blvd., Los Angeles 





“It Draws More People 


Than My Toy Windows” 
— Scruggs 


“Intangible Benefits 
Far Beyond Costs” 


— Sears 


os. a ~ ne é > a ee ~ 
OE EP et OO ee 
~~ a * - a 


it OC. eC mae Tee } Brochure & Price List on Request 
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KARL W GASTHOFF CO. 


Invites You to See 
the 


® Vost Astounding 
® Vost Attractive 


Group of 


CHRISTMAS 
PROMOTIONS AND 
DISPLAYS 









Air Conditioned Spaces 1,2,3,4, 95,6, 7,8 


EXHIBIT HALL 
Chicago Market Week—June 27 through July | 
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SANTA CLAUS, See us at the 
REINDEER, 


CHRISTMAS TREE— CHICAGO SHOW 
Available in combination, 

or as individual units 

Santa Claus, dressed in 


rich 206 velwet,to 21" Rooms 536-A & 537-A 


tall. Has flexible arms 


and legs. Reindeer of 
molded rubber. Can be HILTON 
used indoors or outdoors. 

32” tall, 19° long. 


Evergleam tree 2° HOTEL Bers: 
6° and 8’ tall. = 
aluminum & 


Skillful wey. im 


apg eeargnag SPIRALOCK — Twist a, GIANT EVERGLEAM 
wval. Glisteniana alu ... pull... it locks in a \ SPRAYS—Attractive 
~ place. 10° lengths 6 R aluminum base metal. 


minum base metal in 
a variety of colors, 
24° and 30° dia- 


meter 


GIANT ROSETTE— 
Attractive aluminum 
base metal adds 
sparkle to displays. 
12° diameter. Variety 
of colors 





to a carton in 2°’ and 
5\"’ widths. Various 
colors. 


EVERGLEAM GAR. 
LANDS — Sparkling 
fringed aluminum base 
metal, 25° lengths in 
4” or 8” diameters. 
Various colors. 


Full branches, glisten- 
ing ball ornaments. 
26” and 32” lengths. 


STARS— Colorful base 
metal. Literally rise to 
almost any occasion. 
Sizes 3’’, 5” and 7”. 


METAL GOODS CORPORATION 


DISPLAY WORLD 





Our new catalog featuring these and other 
dramatically different display materials is yours 
for the asking. These beautiful fireproof display 
materials are actually an inspiration to work with. 
Most of them are also weatherproof, and can be 
used outdoors as well as indoors. They're as 





3-DIMENSIONAL 
TREES *o — Durable 
fiberboard faced 
with crinkled foil, 
overlayed with 
fringed base metal. 2 
sizes: 28’ and 48”. 


RIBBON-U-TWIST — 
A base metal ribbon. 
Twist and pull for 
draping, framing or 
trimming. Good pack- 
age tie without twist. 
Widths: %"" to 2”’, in 
spools. 





3-DIMENSIONAL 
CANES *—Durable 
fiberboard covered 
with crinkled aluminum 
base metal. Wound 
with base metal strips 
and two-tone Aluma 
Cord. Sizes: 15° and 
4 gf 


3-DIMENSIONAL 
STARS *o—Crinkled 
foil facing, over dur- 
able fiberboard, 
overlayed with radi 
ant fringed base 
metal. Sizes: 20° 
and 31”’. 


SNOWFLAKES — 
newly designed, 3- 
Dimensional, base 
metal. Ideal for Christ- 
mas display. Variety 
of colors. Sizes: 4’, 
6,9’ 








atetials 


practical and useful as they are beautiful. You'll 
find that they'll help you do a terrific job of attract- 
ing trade and selling merchandise. A postcard 
request will bring you a complete catalog and 


price list. Mail to whichever address is nearest. 





Es land MERCHANDISING 





STREAMERS — 
Smartly styled base 
metal. Contains easy 
to-read seasonal 
messages. Size: 4° x 


6 Seniors Julings Tally 


3-DIMENSIONAL 
BELLS *o— Mounted 
on fiberboard. Sur- 
faced with brilliant 
crinkled foil, overlayed 
with fringed base 
metal. 20° in height 


CHAINS — Aluminum 
base metal. Countless 
applications. A selec- 
tion of colors and 
sizes 


640 Rosedale Ave., St. Louis 12, Mo. + 106 So. Long Beach Road, Rockville Centre, L. |., N. Y. 
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See the Newest 


and the Fines? in 


Chicago, Illinois 


Inclusive 


Back-to-School, Fall and 
Christmas Displays 


at the N.A.D.1. Show 
Conrad Hilton Hotel 


June 27th - July Ist 













New rare Lined Fibre Deca Poles 
for Economical, Effective Displays 


New, economical “Module Type” metal lined 
fibre Deca Poles offer you many of the same 
money-saving advantages the steel Deca Poles do 
at a fraction of the Their versatility and 
flexibility allow you to erect impressive displays 
METAL quickly and easily anywhere you have a floor and 
EXTENSION | 4 ceiling, or the equivalent, such as a ceiling and 
INSERT a counter top or ledge. Island displays and 
directional signs can be erected right on the sell- 
ing floor. Sales-producing point-of-purchase dis- 
plays such as those illustrated on this page are 
easy to erect with the new poles. 





EDGE ROUNDED 
FOR EASY INSERTION 









cost. 
WOOD GRAIN 
FIBRE OUTER 
TUBE 


AS | 


METAL INSERT 
GOES ALL THE 
WAY THROUGH 





Metal lined fibre Deca Poles provide a means 
of support that can be erected, dismantled or 
moved quickly and easily. These sturdy poles support fabrics, papers, cardboard 
or lightweight wood displays, including signs, posters and shelves. 

“Module Type” fibre poles, which stand by themselves and support up to 150 Ibs. 
with attachments, are composed of modules of different lengths as shown in illustra- 
tion at right. Made of heavy fibre board in a neutral woodgrain finish, they have 
a strong metal lining that goes all the way through the poles for added support. By 
removing one or more of the modules, the poles can be made to accommodate any 
ceiling height from 37 in. to 9 ft. Ceiling heights over 9 ft. can be accommodated 
through the addition of extra 36 in. modules. 








Since the metal lined poles are the same 112 in. diameter as the steel poles, 
many of the accessories made for the steel Deca Poles can be used on these new poles. 
permanent Deca Pole, the “Module Type” steel 
Get the complete story on both the metal lined 
steel Deca Pole. Write for new Broadside No. 40-D. 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 


For those interested in a more 
Deca Poles support up to 400 Ibs. 
fibre Deca Pole and the 
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STANDARD 
9 Ft. 
“Module Type’ 
FIBRE 
DECA POLE 


Consists of: 
1-36 In. Module 
With Spring 
Loaded Plunger 


WwW 


1-36 In. Module 


1-18 In. Module 


W 


1-12 In. Module 


Ww 


1-6 In. Module 
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Henry Benge 
Ernie Carlson 
Bob Dodson 
Frank Harrison 


Erv Hiffman 





Counter Displays ” 
iia t Backgrounds, Signs for 
Sales Meetings and Conventions 






Tom Hughes 
Willie Kickirillo 
Jay MeMillan 








16 Representatives 
at the N.A.D.I. Show 
to Serve You 


Joe Mercurio 


DISPLAY WORLD 


Henry Raubach 
Joe Ryan 

Ted Stokes 
1. T. Vierheller 

Irv Vierheller, Jr. 
Al Wingrove 
Les Wipperman, Jr. 
















Silly 


PRESENTS 


Chismas Enehanlment 


AN ANIMATED CHRISTMAS PRESENTATION 
THAT WILL BE THE TALK OF YOUR TOWN 
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ED delichefall, animated “CHRISTMAS ENCHANTMENT” is an 
imaginative and appealing presentation of joyous Angels on 
gossamer clouds happily absorbed with their Christmastime 
festivities . . . with capricious infant Angels innocently and 


gleefully involved in their own activities and amusing antics. 
+ + 


Silvestri cordially invites you to visit 
our showrooms and see this and other 


magnificent and original Christmas themes. 


+ . 
Sthiity ART MFG. CO. . . 1147 WEST OHIO ST. ¢ CHICAGO, ILL 


JUNE, 1953 21 
























































FREE! Send for your sample of ver- 
satile Beaver Board and — 
information on how this original nih 
board can solve many of your disp : 
problems. Write to Displays, port 
Certain-teed Products Corporal’ 


Ardmore, Pennsylvania. 





BEAVER RBOARD,* available in 


several lengths and thicknesses, 
nto any shape. 


cuts cleanly, easily | | 
it's light, flexible and inexpensive. 


Can be used os is, OF decorated 
by painting oF any other process. 
Holds tacks, staples. 





























atuee. 
Certain teed) 
vere. 

BUILDING 

PRODUCTS 





CERTAIN-TEED PRODUCTS CORPORATION 
ARDMORE, PENNSYLVANIA 
Export Department: 100 East 42nd St., New York 17, N.Y 











Certain-leead | men 


REG. U.S. PAT OFF CERTAIN-TEED PRODUCTS CORPORATION 


Quality made Certain ... Satisfaction Guaranteed PARES a eae 
. ——— —_—— as a type of fiberboard. 
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—~ There is nothing like the S@owcard MACHINE! 








for flexibility 
4 


In singles or multiples, it produces more Unlimited choice of type, color combina- 
signs per day. Turns out professional jobs tions, and layout — vertical, horizontal, or 
in minutes — duplicates in seconds. angular. Prints halftones or other cuts. There 


Makes all sign jobs a matter of pennies. 
Quickly pays for itself out of savings... Easy to operate. Not a complex machine. 


And it’s built to last for years — backed by Requires no special skills or experience. 
a sweeping 5 year guarantee. 


are models to handle all requirements. 





for simplicity 
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Before you invest... | 
INVESTIGATE 


See the one and only —— 

Showcard Machine 
before you buy 

sign-making equipment 





1196 Merchandise Mart, Chicago 54, Illinois 

















Superb, Natural Feather-Covered 
Birds And 


Animals 


These handsome teather-covered 
birds and animals are mounted 
on sturdy papier mache bases, 
come in full- and halt-round, and 
have a thousand display uses. 
Try them in sporting goods de- 
partments, men’s wear displays, 
hunting scenes, and general tall 
settings . . . Buy direct from 
your local jobber. Write direct 





if there is none in your area. 


No. 355... Full-round goose, 30" wingspread 


gi «. M 
4 ie 


ae ee , "= — 25" from tail to beak. Completely covered 
fas ey ee Sa ee } vty in natural brown, tan, and white feathers; red 
- a | Pe x‘ , ; ot : . “A . til heck. 


No. 371...Half-round goose, 32° wingspread 
— 32" from tail to beak. Covered as above. 


No. 351...Full-round phalarope, 19° wing- 
spread — 1|8 inches from tail to beak. Com- 
pletely covered in natural rust, green, tan, 
brown feathers. 


No. 358... Full-round owl, overall height 12". 
Shaded brown, tan, and white feathers. Has 
wire loop on back for hanging. Large yellow 
eyes. 


No. 357... Full-round squirrel, overall height 
10". Grey, white, and tan feathers. Looks 
like a real stuffed squirrei. 


‘ No. 360...Half-round squirrel, overall height 
15". Covered as shown. 


If you haven’t yet entered the Texture-Tones contest (see opposite er anemia 
page), be sure and do so. If you are one of the three winners and 
have actually purchased Texture-Tones trom your local* jobber prior “* 
to the contest’s expiration, Park Lane Fabrics Company will present 
you with a beautiful executive's all-leather traveling case. z 
*We restrict this offer to purchases from jobbers handling our line. 
Park L e bri | 
ar ane Fabries Co., Ine. 


45 E. 30th STREET NEW YORK CITY 
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a $1000.00 “, 


WITH 
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TRADE-MARK 





— The Newest Contribution to Modern Display — 





of 


4 114 la rE 
RUBNERS. 


There's Always Something New 
5925 Broadway, New York 63, N. Y. 


WIN A CASH PRIZE! 


TT ZM—N_S 


“TT = Refers to 
a See 











DEFINE THE MEANING OF: 

















lexlure-lones 





TRADE MARK 


= are the first letters of the 


three words that describe the advantages 


lexture- lones 








Inc. 





Ttextu re-lones 


CONTEST RULES: 


1. Contest open to display 
personnel in 
siding in the United States 
of America and 
tories and the Dominion of 
Canada, except NADI 
members, employees and 
distributors of the sponsor 
and their families. 

2. Address ali entries in a 
sealed envelope to: 
TEXTURE-TONE CONTEST 

Room 1i510—Dept 
203 N. Wabash Ave. 
Chicago |, Ill 

3. Entries will be 
an independent committee 
under the supervision of 
the National Association of 
Display Industries 

4. Decision of the committee 
will be final and all en- 
tries will become the prop- 
erty of Gustave Rubner, 


5. Winners need only state cor- 
rect meaning of TT/MNS 
First correct answer i 


all fields 


its terri- 


judged by 


win first prize, second cor- 
rect answer will win second 
prize, third correct answer 
will win third prize. 

All entries will be opened 
in sequence of postal can- 
cellation date appearing on 
the envelope containing the 
entry. Entries with the 


same postal cancellation | 
date will receive numbers | 
in sequence and opened in | 


such sequence. 


Announcement of winners | 


will be made at Booths 


Nos. 78, 79, 80, Exhibit | 


Hall, Conrad Hilton Hotel, 
Chicago, Ilil., on Tuesday, 


June 30, 1953, at 3:00 p.m. | 


Winners need not be pres- 
ent in order to receive 
awards. 

Contest opens May 20, 1953 


and closes June 25, 1953. | 
All entries must be post- | 


marked prior to midnight, 


June 25, 1953, in order to 


be eligible 





JUNE, 


1953 


Ist PRIZE . 
ENTER 2nd PRIZE . 
NO W ! 3rd PRIZE . 





See New 


Texture-Tones 


at 


N.A.D.I. 


MARKET WEEK 
Booths 78-79-80 





are a presentation of raised dimensional textures, com- 
pletely new in treatment and design, all on 50” wide sturdy paper in colorful 
fall tones—ideal for backgrounds and floorings. 


$1,000.00 CASH 
250.00 CASH 
100.00 CASH 





RUBNE R&S... 


There’s Always Something New 
5925 Broadway, New York 63, N. Y. 















$147.50 


Standard finish 
in pickled oak. 
Special colors 
to match 

your interiors 
10% additional. 
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$145. 


HENRY’S 20-UNIT DRAWER BOX 
COUNTER SHOWCASE 
with glass top 


Get your merchandise out of ugly cardboard boxes and sell the 
modern way! Our Drawer Box Counter Showcase contains completely 
transparent plastic boxes, guaranteed dust-proof. Each plastic box 
has a style card slot, and an easy-grip pullout handle with the box 
cover remaining in as a permanent shelf. 

Because the merchandise is always visible, always clean and neat- 
looking, this smart piece of interior furniture becomes a silent 
addition to your sales force. And since merchandise can be stored 
in the unit in full view of customer traffic, you get added display 
value, eliminating wasted space, and increasing impulse buying. 


I enacts i. 62” 
Height Overall .......... wee” 
I iii iaiiiell aaileal 1614/2” 


Individual Drawers: 1614” long, 
11144” wide, 45e” deep 


Ch eC eds 
FASTER SELLING | 
by HENRY 


HENRY’S Convertible 
REVOLVING SKIRT-RAK 
with interchangeable arms 


Use up lost floor space, increase your display area with this ‘‘stop, 
look, and buy-on-sight” self-service unit. No need to walk around rack, 
each skirt is visible at a glance in a minimum of space. And the 
hanging arms can easily be changed to hang slaks, slak ensembles, 
boys’ suits, skirt-and-blouse or skirt-and-sweater combinations, and 
bathing suits. These various hanging arms can be purchased from 
uS aS individual units. 

This ideal year-round, all-purpose, self-service unit is quality-con- 
Structed of solid oak. 80 lustre-chrome plated sturdy skirt arms 
revolve around a 15-inch centerpiece specifically designed for 
display. Standard finishes in black, tan, pickled oak or natural oak. 
Special finishes slightly additional. Guaranteed to be the biggest 
4 feet of selling space you've ever had in your store! It will pay 
you to look into this “visual selling’’ display. 


Height ........... nm 


siliasan testiitaeiaianiitinias 
Dealers inquiries invite Diameter ....... nionenne” 


“THE HANGER KING" 


| the henry hanger oF display Fixture corp. 


of America 


GARMENT HANGER EFFICIENCY EXPERTS 


450 SEVENTH AVENUE © NEW YORK 1, N. Y. © TELEPHONE BRyant 9-0852 


THE HENRY HANGER & DISPLAY FIXTURE CORP. of CALIFORNIA 936 EAST PICO BLVD. © LOS ANGELES 21, CAL. 
THE HENRY HANGER & DISPLAY FIXTURE CORP. of FLORIDA 928 BISCAYNE BLVD. © MIAMI 32, FLA. 
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NEW, ENLARGED 





Display World 





The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 





MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 


@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 


+300 
~~ each postpaid 


Exchange regulations permit the acceptance 


of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI J, OHIO 





Your “Pastures” W 


vit) EATON “Velvety”” 
GRASS MATS 


Sold only thru recognized Display Jobbers 


11 SIZES 
6 COLORS 






* TM. Reg. 








EATON BROTHERS CORP. 


HAMBURG, NEW YORK 

















accent your displays with TRANSLITES! 


Light shines through these trans 
lucencies to give you the utmost 
in photographic display. 


Heres impact, beauty, realism, 
and atmosphere. Up to 47x1i00" 
in one piece! Only $130 for 
largest size in full color from 
your small black-and-white nega- 
tive. 


You do not have to order in 
quantity. These are actual 
photos, made to size. Send 
today for your FREE Price List 
on Translites and the Kit of 
350 stock scenes for scenic 
Translites. 


Floase rush my Translite Price List for display enlarge 
nonis :o: 


Name 


Address 


§ T u 2 3 ° s: With Stock Photo Kit 


Without Photo Kit 





Division of Rapid Copy Service, Inc 


123 NORTH WACKER DR. CHICAGO 6, ILL. 
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Our beautiful new, original and startlingly different line for the 
CHRISTMAS SEASON will be on display 


IN OUR SHOWROOMS 


222 WEST MONROE STREET 


JUNE 27 - JULY | 
NADI MARKET WEEK 


We can still handle your late needs for Fall display and have 
many items for your inspection. Be sure to visit our showrooms. 


BOTANICAL DECORATIVE SUPPLY CO. 


222 WEST MONROE STREET, CHICAGO 6, 

























make your SANTA CLAUS 


the real one! 





with a 100% 
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Children will believe in your Santa ...if he’s wearing one of these 
impressive Santa Claus Wig-and-Beard Sets! Soft, lustrous, snowy white ...made 

of 100% nylon that’s twice as strong as natural hair...they’re easily washed, Dictributers: 

recombed, recurled. JAMES A. COLE CO., INC. 
235 FOURTH AVE., NEW YORK 3,N. Y. 


SHEAR PRINZ ASSOCIATES 
14 E. JACKSON BLYD., CHICAGO 4, ILL. 


Christmas is around the corner... stocks are limited... 


New, Improved “Lock-Stitch Method” Set—15’ Beard and siiaiiettliiaatianaliaaaiiaeh tities 
Full Wig—only 24.95 Retail. F.0.B. New York. in the U.S., Canada, and South America. 
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Vb CORP. 
ae 


34 West 20th Street, New York 11, N. Y. © Phone Chelsea 3-8340-1 








Creators and Manufacturers of America’s Most Beautiful Doll, Display and Costume Wigs 


DISPLAY WORLD 









EVEN THE LABELS GLOW! 


They're printed in six Day-Glo colors 
. . . each demonstrating and identi- 
fying the contents. 


$)-8° ber CAN 








al Check these 


excellent display uses for 
“JET-SPRAY" DAY-GLO 


Peg boards Counter cards 
Christmas trees Cut out letters 
Christmas ornaments Backgrounds 

Holly wreaths Bulletin-directory boards 
Ribbons Crepe papers 
Artificial flowers Display forms 

Posters Statuary 

Wood models Photographic blow-ups 
Display letters Price cards—tickets 
Fabrics and trimmings Sale banners 

Float decorations Show cards 

Grass mots Wall board 

Foliage Wigs 

Paper sculpture Figurines 


Paper mache specialties Charts and maps 


JUST TO NAME A FEW! 


JUNE, 1953 
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LAWTER'S “JET-SPRAY™ 


DAY-GLO 


Just press the valve and these "extra bright in daylight" colors 
quickly transform white or light colored display materials into glowing 
traffic stoppers demanding extra attention. 





@ Make show cards and posters sparkle! 

@ Make Christmas displays the color-merriest ever! 
@ Make cut-out display letters vibrant! 

@ Make flowers and foliage flare brightly! 

@ Make ordinary colors dull by comparison! 





6 GLOWING CoLors 


Fire Orange Rocket Red Neon Red 
Signal Green Saturn Yellow Arc Yellow 





JOBBERS! See LAWTER “JET-SPRAY" DAY-GLO demonstrated at 


NADI MARKET WEEK, Conrad Hilton Hotel, Chicago, 


JOBBERS! June 27-July 1. Private Dining Room 1—Third Floor. 


SEE HOW IT GLOWS ... WITH OR WITHOUT BLACK LIGHT! 


If you won't be there, mail this coupon NOW! We'll 
e™"*==8%send your color samples, liberal jobber sales plan=**seeeeeeeeeeeeeeneae 
and free descriptive literature printed in glowing ink! 


LAWTER CHEMICALS, INC. ciicoge 45, inineis 
Yes! I'm interested in “JET SPRAY’ DAY-GLO 

NAME 

ADDRESS 

CITY STATE 

MY JOBBER IS 


[] We are Jobbers (Please attach letterhead } 


29 
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Fron time to time someone in the display field voices the com- 
plaint that we need to get away from the conventional symbols of 
Kaster, Valentine's Day, Christmas, and so on. They lament the fact 
that they have to work with props that are "stereotyped" and have been 
used in only slightly varying form over the years. 


Granted that it would be refreshing from the displayman's stand- 
point to have completely new types of props for such occasions, but how 
about the person who is the final determinant as to what is used--the 
Shopper? To the ordinary person on the sidewalk, rabbits and chickens 
mean "Easter!" at a glance; forsythia and dogwood mean spring just as 
definitely, and so on through the list of occasions and special events 
of the year. 


Who would consider it a good idea to drop such instant recognition 
and association of ideas in favor of different props that might be more 
satisfactory from an esthetic angle? 50 long as the customer needs and 
wants familiar objects to be reminded of promotional events, so long 
wili they appear in window and interior displays... 


Speaking of the need for display treatments which the customer 
wants, rather than those which the displayman or management might 
favor, a good example is the trend toward more reverent handling of 
the Christmas theme during the past several years. Pressure from the 
shopper has grown steadily over that time; it is safe to say that the 
holiday season this year will find more displays than ever. before in 
which the subject is handled with deference to its true meaning. 


I don't mean to say that stores will go all out for strictly re- 
ligious Christmas displays, although there will be plenty of those, 
too. But I do think there will be much less of the blatant commercial- 
ism to which many have objected in the past. There will be more promo- 
tions of the type described so well by William Grover in this issue of 
DISPLAY WORLD--promotions in which merchandise is displayed, but in a 
way which brings home the spirit of Christmas to everyone who sees the 
windows. I certainly recommend that every displayman read this article; 
it may help you solve your own problems along this line... 


Howard Abrahams, manager of the National Retail Dry Goods Associa- 
tion's Sales Promotion Division and the Visual Merchandising Group, hit 
the nail on the head the other day in a talk before the New York Sales 
Executives Club. He said, in speaking of cooperative advertising in re- 
tailing: “Often stores feel that manufacturers should share in the 
preparation costs of cooperative advertising in the same way as manufac- 
turers pay advertising agencies for preparations and production costs. 
Usually this arrangement is profitable for manufacturers because, in 
addition to the co-op advertising, the stores often add substantial 
window and point-of-sale space which attracts added business. This 
display space can be worth many times the dollar value of the co-op 
advertising. In case you have any doubts as to the merits of display, 
ask your buyer friends which they would prefer as a business getter-- 

a page in the newspaper ora traffic window for a week"... 


Down in Richmond, Virginia, there is a man who draws a movie 
star's salary four weeks in the year (Please turn to page 106) 
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NOT just in step with the times 
but a stride ahead! 


That was always C. Barrango’s 
goal in the past; it will still 
be the company’s goal in the 
future. His constant effort to 
develop newer, better meth- 
ods; to create mannequins with 
a potent story-telling person- 
ality; and to stimulate the 
buying urge, will continue. 

The newest generation of 
Barrango men are waiting to 
stride into your display win- 
dows and step up the cus- 
tomers attention. [hey are in 
excellent condition to enter 
any merchandising “walka- 
thon”— personalized to walk 
the purchasers into your store. 

Meet them in the North 
Ball Room at the convention. 


BARRANGO 
MANNEQUINS 


5379 MARKET ST. * SAN FRANCISCO 5 






























































—Left, Chicago's famous skyline as seen from 
the lake front: the Conrad Hilton hotel is at 
the extreme left . . . Center, the 3,000 rooms 
of the Conrad Hilton make it the world's 
largest hotel. (Photograph by Chicago Aerial 
Survey Company) .. . Below, the entrance to 
the Park Row restaurant in the hotel— 





stability of 
survived the 


lact points up the increasing 


display firms which have 


pressure of the last few years during which 


time more than 100° organizations have 
tried and failed to meet the standards de- 
veloped in the last ten vears for manutac 
turers and distributors under the NADI 
lead 

AND IN ADDITION: New teatures ot 
this Market Week cover a few oft the 


ideas that display people have been clamor 
took a lot of 
items could be 
Market Week still 
chance to see all the lines 
they had what the) 


( onsideration to 
offered 1M 


ing tor. It 


determine what 


connection with a and 


Pive everyone a 


Sa) the \ could be Sure 


Well-Rounded Program Offered 


kk YOU IN CHICAGQO 
last eight weeks this has been the war 
everyone in the display and 
And the Conrad 
point of the 


During the 


cry oft 
visual merchandising field 
Hilton hotel will be the focal 
largest Market Week in the last 
More than &5 members of the 
Association. ot 


five years 

National 
Display Industries will be 
represented at the Conrad Hilton with their 
They will show both tall and Christ 


items that 


lines 
mas promotions. From the basi 
are part ot every plan to brand-new promo- 
tional programs offered tor the first time, the 
NADI 


the merchandising plans tor 


members will cover every need of 


store presenta 
Display exhibits wall 
floors of the 


number ot 


tions and promotions 


by located on tour ( onrad 


Hilton The major members 


exhibit Hall on the 
In addition to this 
area the lobby adjacent to the Exhibit Hall 


will be housed in the 


lower level of the hotel. 


will be used for local firms who have their 
major displays in their own showrooms. 
Other members will occupy the’ entire 
Normandie Lounge on the second floor of 
the Conrad Hilton, the entire third floor 
consisting of private dining rooms, ball- 
rooms, and assembly rooms, and the fifth 
floor where sample rooms have — been 


assigned to those members who desire more 
privacy than the other areas offer. 


The number of exhibitors at this June 
1953) Market Week does not approach the 
highest total ever to participate ino an 


NADI sponsored event, but the total exhibit 
area is the largest utilized since 1947. This 
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NADL is 


planning the tollowing presentations to sup- 


wanted tor their stores. The 


plement the lines shown by exhibiting 


members. 
DISPLAY IN ACTION : 


designed to 


\ well-rounded 


program cover some ot the 


phases of visual merchandising by people 
who know scheduled tor Tues 
day, June 30, in the Grand Ballroom of the 
Conrad Hilton hotel two 


hours of tast moving programs tor getting 


the score 1s 


and one-half 
the best from your plans and planning; films, 
and results that 
mean better display development tor every 


facts, formula to get the 


one. This program is geared to all-year 


selling with special emphasis on the Christ- 
Like all NADI data it 


and individual 


mas scason. COVETS 


basic requirements results 
The speakers will have something ot value 
and a lot of information for 


who attends. It work tor 


for everyone 


each will 


person 
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—Right, one of the boat harbors along the 

lake front . Below, Buckingham fountain is 

one of Chicago's famous land-marks 

(These two photographs, and the first on the 

facing page, are by Kaufmann & Fabry 
Company)— 


either 
adapted method ot 
merchandising. Your badge secured 
registration desk of the Market Week 


admit best 


vour place in almost every instance 


as a direct value or an 
Visual 
at the 
will hear the 


they 


vou and you will 


people we know on. subjects know 
Here’s the line-up: 
RANDALL H. COOPER, 


Street Council, Chicago. The 
evening with 


president, State 
pilot ot the 


a story on major promotions in 


the highest volume area ot retailing con 
tained on the eight blocks ot (Chicago's 
fabulous “Big Street.’ He has the record 
for the most concentrated selling area in the 
world. There may be more volume. on 
longer streets but this is the top tor any 


similar section 


By Market Week 


EDWARD G. WEIR, business manager, 
Grand Rapids Furniture Makers Guild, 
Grand Rapids. 

Merchandising—‘*Major Sales through 


A visual merchandising approach 
to selling the solid basis of home and busi- 


Display.” 


ness. 


MARJORIE M. REICH, 


director of 


fashion, The Halle Brothers Company, 
Cleveland. 
Fashions—‘They Sell at Christmas and 


All Year Long.” Telling the story of most 
interest to women. Planned for every 
with emphasis on the display and 
merchandising field. 

HAROLD K. MELNICOVE, assistant 
vice-president and director of merchandise 
presentation, The Hecht Wash- 
ington. 

Selling— 


store 


visual 


(Company, 


“You Gotta Sell. data 
why and the must of selling through 

and visual merchandising. With 
emphasis on some simplified sell- 


Special 
On the 
display 
parts of 


mg and selt-selection. 


WALTER KRYSTO, display director, 
Jordan-Marsh Company, Boston. 

“The Important Outside It Gets Cus 
tomers.” The why and how of exterior dis 


play tor customer appeal and attraction 


Big or small or in-between, it works when 
you use the “facial.” 
ROBERT FE. KENNEY, 
The J. L. Hudson 
“Parades and 
How 
of special 
better 


display director, 
Detroit, 
Bring 


Company, 

Floats They 
and why the community 
street 


Bust 
ness. impact 
promotions on. the means 
lilms 
(Italy) 
work 


business for the 
from Detroit, Milan and 
Plus facts and data on how 

AND SOME MORE 
tions to Market Week 
found in the Hall of 
graph Gallery. 


SPpOnSOrs 
florence 
the 
Two special addy 
will be 
Photo 
will be 
Annex ot the 
will show the 


NADI 


presentations 
Fame and the 
presentations 
Hall 
They 


mah 


These 
exhibit 
hotel. 
produced by 


housed in the 
Conrad Hilton 


best units mem 
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over the 
prize-winning window and interior displays 


bers 


from stores all over the world. Selections 
shown will be the best. so don’t miss this 
part of the Market Week displays. Your 


admission is your registration badge. 
AND THE DETAILS: Registration will 
be held in the lower lobby of the Conrad 
Hilton hotel beginning on Friday, June 26. 
Your registration badge is your admission 
to any part or function of the Market Week. 
General meeting of the NADI membership 


will be held on June 26, in the evening. 
Meeting of the board of directors of the 
NADI will be held on Thursday evening, 
June 25. 


vears and special photos of 





By JOHN F. BOWMAN, JR., Managing Director, 


National Association of Display Industries 


The Market Week will start on Saturday, 
June 27, and Wednesday, July 1 
Hours daily will be 9:30 a.m. to 6:00 p.m., 
except this date the hours 
will be announced in a bulletin to 
sufficient special pro- 


close on 


Tuesday. On 
special 
allow time tor the 
gram. 

You can plan to attend this event on any 
schedule convenient The Hilton 
hotel is holding sufhcient rooms to ac 


( onrad 


commodate everyone who decides to visit 
(Chicago during the Market Week 
NADI NEWS NOTES: During the past 


month the tollowing firms have been admitted 
to membership in the 


| Please 


ASSOC lation 


turn to page 125] 
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The Trend Is Toward Reverent Themes 


HAT do Christmas week windows — plays that will really mean something t the subject to us. But as we began. to 


Mean to vou \re you stuck with vour customers and your community, that realize the good will value of a= display 
Santa (laus (Or are you Houndes have thought, human interest and eve ap which gave people some thoughts thev were 
ing in the innocuous cloud of gilt angels — peal \nd you can make use ot all the looking for, we also saw. possibilities tor 
hovering over the perfume bottles lo cul ready-to-wear, turniture, and accessories an ideal setting for our Christmas merchan- 
tivate good will must vou banish merchan that vou want most to display during dise. 
dise from your store front and in its place the Christmas season So we went ahead and switched our plans 
substitute plaster manger fhgures, arrange We developed this new type ot Christmas We worked out displays based on sugges 
ments of stained elass or a cluster of chort window at Pogue's during the last holiday tions trom the “Christ in Christmas’ com 
hovs and candles season lo begin with, we were not plan mittee for 12 of our windows and we hit 
lt this as yvour state of mind, you are ning an inspirational display at all. Nor the jackpot on good will. Our file ot con 
missing out on a eood merchandising op were we keen on the tdea when the local gratulatory letters attests that 
portunits People these days are obviously “Christ in Christmas’ committee broached What we did was quite simple Real lite 
looking for more than banality at the time scenes were set up of typical American 
of the Christmas observance. Citizen com lamilies practicing all the time-honored cus 
—A reverent approach to‘Christmas displays toms of Christmas trimming trees, sing 
been tormed in countless communities. But is not incompatible with showing merchan- ing carols, eating the teast day dinner, going 
the cooperative merchant so otten has hes1 dise . . Upper left, trimming the tree . 
Upper right, the window devoted to the 
tated because a reverent window has been Cheist- Child . . . Lower loft. the earcless . . . servances has a deep 
thought to be imeompatible with a good Lower right, even Christmas cookies and the otten overlooked nowadays It was this 
display ot merchandise kitchen had their place in the Yuletide theme spiritual dimension of ordinary Christmas 
This need not he You can work out dis at Pogue'’s— customs which we brought to the tore How 


mittees to ask lor religious displays have 


to church But each of these Yuletide ob 


religious meaning 
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did we work it? Through easy-to-read 


explanations on lettered cards 


kor stance, our Corner window titled 


“The Honored Guest at Christmas” showed 
a tamilv (dressed in our best ready-to 
wear) greeting a voung satlor as then 
Christmas dinner guest. (lable and side 


board supplied by the turniture department, 
“You 


birthday icast 


of course.) Qur sign explained, 


(christmas dinner is Christ s 


Fine linen. silver and tlowers give glory to 
(sod and JON to vou tamil (;athered at 
the Christmas table, vou who receive a 


With it we 
all old Irish tune on hospitality 


guest, receive Christ.” mcluded 


the words ot 


which ends with the lines. “Otten. otten, 
often goes the Christ in the Strangers 
guise.” 


The tamily dining room has probably fig- 
hetore , but did 
Modern 


looking we 


ured in Christmas windows 


Vou evel see the kitchen ? house 


Wa&res have hecome si) good 
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For Christmas 





couldn't resist putting some of them in, to 


housewtt baking 


Read coll} 


gether with an unharried 


( hristmas cakes and cookie s 
theme: 


90 With our religious 


“Cakes and cookies at Christmas-tide 


express the birth 
Phe Christ-Chaild 


(hristmas cakes can 


ot Christ in many wavs 


was announced by a star: so star cakes in 


the bakery proclaim his coming 
braided to take thi 


iWitant am tis 


sweet 
bre ads are shape ot the 
Clothes 
filled 
oOlten 
shaped like the Christ-Child’s mange Phi 
entire | 


sleeping swaddling 


The famous Christmas pie, sometimes 


with meat or mince or fruit. was 


scene ot the Nativity Was offen made 
in gingerbread.” 


—Top left, the family creche . Upper right 
the Christmas guest . . . Lower left, the light. 
ing of the candles Lower right, the boy 
bringing home the Christmas tree Each 
setting had explanatory copy detailing the 
scene's relationship to the spirit of Christmas — 











By WILLIAM S. GROVER 
H. & S. Pogue Company, Cincinnati 


\ll over Cincinnati store window wer 
chock-tull ot Christmas candles, but our dis 
lady light 
sideboard 
with thre 


play ot a smartly gowned young 
Wag?) cie large req 
told peopl 
Yuletide, for “The Christmas 
vou light represents Christ, the 


World. In vou 


Pics at (oul 


taper on hey 
whi thie ( inalle COEes 


whi hy 


candl 
light of the 


window ait welcomes. the 


table it tells of Hhs 


presence with us and in us today 


Incidental cvllt texts were worked cut 


by the (}lhrist im Christmas committe 
which included Protestant and Catholt 
clergymen a well as representative lay 
peopl 

Caroling scenes, with their inevitable My 


Pickwick characters have certainly bye 

Came SOM (oT thie Hest hackneved cyl 

(hristmas display props We like to think 

ours Was a little more up-to-date with a 
| | ’ 

Very natural MMOKTTIY Yroup (1 ounesters 


Plea furn fo 


/ bey 44 
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Combating Window Reflections 


By LEE W. COURT, Display Director, Filene's, Boston 
As told to R. T. Dorsey, General Electric Company, Cleveland 


HitN the store planning division at 


Kilene’s informed us in the fall of 
1950 that the store was going to get 
a tace-lifting, an important part of which 
would be new show window light, we were 
ready. As far back as 1945, we had begun 


to combine our thinking on the subject of 
lighting. 


\s early as 1948, we reserved one window 


window display 


in the store as a “guinea pig’ which could 
idea we came across 
illumination. ‘This 


he used to test every 


concerning display win- 
dow 
able to modify our ideas and by 


with 


we were 
equipment we 
just 
on the 


working new lighting 
with 


unit 


quickly tamiliarized ourselves 


about every type ol display 


market 


Contrary to popular conception, as you 


know, relighting a display window involves 


proved to be a sound investment, for 


many factors and many problems. 
Krom our experiments with many lighting 
techniques, we had a rough idea of what we 
wanted, but display definite 
ceilings, and back walls, and 
artificial illumination has to be provided 
within these physical limitations. 
decorator’s viewpoint, high ceilings in win- 
dows are important, so there are no over- 
head obstructions to special displays; from 
the architect's windows — 


}« ses 


windows have 


floors. side 


viewpoint, the 


of which lighting 1s so important a part — 


must look balanced to the passerby. 


—Upper left, during daylight with no arti- 
ficial illumination, merchandise in display win- 
dows is lost behind a maze of distracting 
reflections Upper right, slimline lamps 
alone do not provide sufficient light to combat 
window reflections from outside sources, and 
merchandise appears flat and uninteresting— 





From the 


Then there is the major problem of re- 
flections from outside sources. We sur- 
veyed the buildings adjacent to and opposite 
the windows to be relighted to determine 
their light reflecting qualities. Street and 
advertising lighting in the immediate area 
also had to be taken into account. 


With these facts in mind, Mr. Norman 
Richardson of James Wilkinson & Co.,, 
Boston electrical contracting firm, and I 


visited Nela Park where we conferred with 
Mr. C. M. Cutler and yourself. There, you 


—Lower left, PAR-36 and PAR-46 lamps added 
to the slimlines bring the level of light up to 
1,000-1,500 footcandles on mannequins and 
further minimize reflections Lower right, 
by adding R-40 flood lamps, general lighting 
level reaches 200 footcandles, enough to elimi- 
nate reflections and show the merchandise 
clearly— 


» 
- 


9 i 
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—Top, left, the new PAR-56 300-watt spot is 
an effective tool for use in display lighting 
... Upper right, the PAR-46 200-watt narrow 
beam spot builds intense levels Upper 
center, the PAR-36 30-watt 6-volt auto spot 
lamp was converted for display use 
Lower center, section shows mounting of PAR- 
36, PAR-46, and R-40 lamps in Filene's Sum- 
mer street display window .. . Directly above, 
a view of Filene's window shows combination 
slimline-incandescent system which effectively 


combats reflections— 


PUNE, IFRS 


recall, we were able to simulate the actual 
conditions existing on Summer and Wash 
ington streets in and experiment 
with various light sources to determine what 
combinations of artificial illumination would 


produce the 


Boston, 


results we wanted. Consulta 


tion, discussion, and demonstration such as 
is provided in your Lighting Institute reall) 
saves money in the end, because it allows 
us to operate not on contention, but on tact 

from an experimental 
three 


window 


viewpoint, we 


evolved major requirements tor this 
installation: 

First, we wanted standardization 
to be alike. Thus, once a display 
man had become tamiliar with the lighting 


control had 


Hew 
each 
window 
in one window, he mastered it 
in each. 

wanted a flexible 
number of light 
with a particular value 


Second, we system. mn 


which a sources each 
could be mantpu 
lated easily to produce any one of a wide 
variety of display effects. 

Third, the display department 


lighting system which would allow us to set 


wanted a 


the lighting tor individual window displays 
| switches. Once the lighting 
locked 


switch 


by a series ot 
could be 


master 


switches 
with a 
located outside the window. 


these 
and controlled by us 


was set, 


your recommendation, we ce 
combination incandescent-slim 
line installation. To provide highly dif- 
fused general lighting, 96-inch T-& slimline 
Two-lamp, 8-foot slim- 


Following 
cided on a 


lamps were chosen. 
line fluorescent units were mounted in three 
parallel the ceiling. The fixtures 
are connected in three for better 
control of light quantities. The general 
lighting provided by the slimline fluorescent 
lamps was not of sufficient quantity to com- 
bat effectively daylight reflections, 
cause of the high diffusion of the light, mer- 
and 


rows on 


SCTICS ot 


and be 
chandise had a tendency to appear flat 
uninteresting. 

“To increase the quantity of illumination 
to the 200-footcandle needed to offset 
outside light sources and the resulting dis 
tracting window reflections, R-40 150-watt 
12-inch centers 
window. 


level 


were mounted = on 
the front of the 
lamps combined with the slimline fluorescent 
illumination 


lamps 


aCTOSS These 


create an overall which 1s et 


fective im minimizing distracting window 


reflections, 


While working with our “guinea pig” win 


dow, and experimenting with a number ot 
light sources, we were shown two new Gen 
Klectric lamps. One PAR-46 
beam spot In our window 


solution, we utilized 


was the 
narrow final 
lighting this 
provide illumination which would dramatize 
200-watt PAR-46 
lamps, mounted on 12-inch across 
the front of the windows, begin to build 
the level of light to the 1,000-1,500 foot can 


dles 


eral 
lamp to 
These 


the merchandise. 
centers 


needed to provide contrast and VIVE 
dramatic torm to the mannequins and mer 
chandise. 

The electric 
aw during those days of experimenting was 
the 30-watt PAR 36, 6-volt 
a lamp which had never been used tor com 


purposes, We 


other new General lamp we 


auto spot lamp, 


mercial were intrigued with 


the smallness of this lamp and continually 


tried to visualize how it could be used 


in display lghting 


A 
™ 

LEE W. COURT, Display Manager, 

Filene's, Boston, is shown (above 


right) discussing Filene's window light- 
ing with R. T. Dorsey of Nela Park 














Finally, | 
klectric & 
them 


took the 
Mig 
in developing a 
usc. They developed a 
vert 


lamp to the Dolmuitzet 


Company and interested 


unit for commercial 
transtormer to 
volts to the 120 
This 


lamp 


Coon 


trom {) volts needed 
for commercial use 
that the would 


lite rating, necessary tor the 


transtormer was 


designed so) have a 
thousand-hour 
long burning hours in display windows 
In our Summer street windows these 


lv converted 


new 


spots were installed in groups 
hattle and 
With this 


pin-poimt spot lamp it 1s possible to spotlight 


ot fours behind the front window 
along the sides of the windows 


an area as small as the clasp on a handbag, 
Mounted 
will al 


to f) 


oT all CalTrinyv (oti a Miahbequie, 
teet, the 


approximately 4 


at a distance ol 20 


luminate an 


spot 
AaqvtCa 
inches. 

colors Were 


Previously, background 


changed by replacing panels or by painting 
were 
this 
method of painting background 


[lease turn to page 133) 


which 
simplity 


or draping those permanently 


mounted. lo method. and 


create a 


—Recessed PAR and R lamps in the corner 
windows provide high levels of illumination. 
Panel mirrors above the window glass reflect 
the light into the window. A vertical panel of 
R-40 lamps in the corner of the window pro- 
vides additional illumination. Lighting is con- 
trolled from a recessed switch box located 
inside the window— 





Back To 


QORCED perspective and the use of an 
inclined plane to show the merchandis¢ 
were the principal features of the first 

thre work of | Robinson, of hi 
Melbourne, Australia. The 
stvlized schoolhouse 
the toreground 
b}Cuni¢ 
Mn 
cluding the schoolhouse 

The humorous touch se » frequently in 
continental Way displavs when the sub 
ect lends 1 to a light treatment 1s 
Pparent 1 he second window pictured 
This is by Hermann Schlipphacke, display 
director of the Westdeutsche Kauthot A/G, 
Cologne, Germany. Criticism might imelud 
hye question as to whether or not such a 
time-consuming display was justified by the 
nature he merchandise, which was pri 
marily schoolbook cases and similas equip 
ment, and by the tact that the treatment 
completels over-shadowed the goods tort 
ale. There ws no doubt. however, that the 
theme was certainly concentrated so that 1 
could not possibly be overlooked. All figures 
were wallboard cutouts. 

In architecture, a caryatid column 1s one 
n which all of the upper portion is tormed 
by the draped figure ot a woman. Going 
the classics one better, Harold McLaren, 
display director ot The Bon Marche, Seat 
tle, dispensed with the formal drapes and 
clothed his carvatids in modern apparel tor 
campus wear as seen in the third illustra 
tion L hie figures were made (yl papier 
mache with a finish resembling stone Atop 

head was a pale (>t books on which 
reste a globe, this in turn being topped 
by a wire capital on which rested a wire 
framework resembling the upper part of a 
building Card copy was lettered on a 
simulated block of stone in the toreground 
and read, “Student body tavorites 
Jantzsen color harmonies in sweaters, skirts, 
sox and stoles. 


Harry Lewis, of the Man’s Store display 
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School 


staff, Neiman-Marcus Company, Dallas, did 


the tinal display on the first page ot this 
article. Card copy read simply, “For the 
bie football weel ends, eit disembodted 
football suits in the backeround svmbolized 
the theme and season adequately, while not 
being “heavy enough to detract trom thre 


sportswear displaved 


in a omewhat similar wav, Walter \ 
Spire, display director otf Gimbel Brothers, 
Philadelphia, used light, airy props tot 
background mterest in the window seen at 
thi Upper leit Phi dresser was. ot WiTte, 
While the goldfish bowl and alarm clock 
were sketched directly on the background 
pane] 
“First to Sears, then to school” was. the 
familia MmicssaLve at thre top lett of the 
second display (1) the PpaLRee, apparently don 
On ia leaf torn from a Piant notebook 
Shoes “tor. the voung miss, “lor active 
voungsters, and tor men and bovs” were 
displaved both on the Hoor. on shoe stands, 
and im sections ot the stylized, cutaway 
schoolhouse. This was constructed of 1 by 
Z-inch lumber and was painted red: 1t 
served as an attractive background as well 
as an eftective displavet tor the tootweat 
Phe Hoot was covered with woodgram 


papel Phe display was by Sears, Roebuel 


( 


L hie college them Was carried Irom) th 
windows into the interiors by Frank = \ 
Downe \, Kennedys, Boston Such displays 
were kept simple, Consisting (> school 
pennants, and back to-college poste rs sup 


ported by “Deca-Poles.” 


fo tie i with “Back to campus time” 


1 
Qo) tive 


Harold Mel trey) placed a Yi1ant Wire cirel 


i 
directly agaist the elass. with an outlined 
clock hand attixed to the centel Lhe hack 
ground was a sketch of a college towe1 \ 


hook-up with the manutacturer’s national ad- 
Vertising Was nact through MavaZWwiecs opened 


' 


? 
t 


window card in the tinal display, 
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with an arrangement of tropical plants, 


foliage and exotic flowers in reds and 
orange tones —all indigenous to the Pacific 
islands. The Oriental note was stressed 
in the scroll painting of an eagle hung 
between the brick-finished “garden” enclo- 


sure and the low ebony tables —the settings 
pottery on dull gold silk 
mats, the smoky glassware and the floor 
dull silk gold. Containers of 
gilded bamboo sections held the table deco- 


of off-white clay 


( ushions ot 


rations of orange orchids. The _ flower 
show was timed to honor Mother's Day. 
\ jolly version of the “Young World 


Blooming 
Director 


delighted all ages at 
dale’s as depicted by Display 
Kdward von Castleberg when “Rosebuddies 
and Candy Kid Stripes” from the infants’ 
department made up “The Baby-Talk around 


Special” 


Town!” 


The cut-out locomotive was white with 
pale blue wheels and the detailing outlined 
in pink. The engineer, a pink, blue and 


white stork, gazed solemnly out of the cab 
of his engine. Terry-cloth dogs and other 
little animals or toys in plastic were posed 
doing handsprings and 


in strategic spots, 


Manhattan Reporting 


ISPLAY 
to the 
month al 


thoughts im general turned 
out-ol doors 


May, 


VOCrsiotls 


with gardens real 


and im varving a topical theme 
end ot the 


( oronation 


Toward the month there began 
to appeal treatments im con 
junction with the crowning of Queen Eliza 
beth l| 


all overall 


schedules promised 


this 


and display 


picture ot event leading 


lip to lune 2nd 


The highpoint of the month of May tn 


display was the 


flowet! show presented toy a 


full week in the six Broadway windows oft 


Macy 


lavish treat 


continued u 


and 


throughout the 


enchanting and spectacular 
period or one 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


ment throughout the entire main floor. The 
quantities of blossoms used ran into astro- 
nomical figures and ranged trom the simple 


daisy to the rare exotic flowers. 

The window devoted to the choice of 
tropical plants and flowers was the only 
one of the six which included any torm 


of merchandise. However, the restraimed 
handling by Display Director John R. Foley 
of the small and low table 
that they blended pertectly 


garden scene and became part of the compo 


settings was 


such into the 


sition 


\gainst a backwall finish of white brick 


paper were set palms and bamboo combined 











two tanciful figures in the tore 
blankets The 


such, whale 
ground held alott sott baby 


little babies in their might clothes of rose 
bud prints were accomodated on the ledge 
of the locomotive. A floral cutout of pink 


“Pullmans” 
“Young 


roses bordered the white floor 
were attached to the engine ot the 
World Special” using 


Yates as CON 


white 


nections between the cars; they were given 
names such as “Peacetul Vallev ” “Sleepy 
Town,” and “Rosebud Special.” 


—Top, by Edward von Castleberg, Blooming- 
dale's . . . Above, by Sidney Ring, Saks-Fifth 
Avenue ... Left, by Henry Callahan, Lord & 
Taylor . (All photographs by courtesy of 
Virginia Roehl Studio, New York City) — 
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—Right, by Louis Villela, B. Altman's .. . 
Center, by Henry Callahan . . . Lower right, 
by Edward von Castleberg— 


\t Saks-Fifth Avenue the summer scene 
was projected by Display Director Sidney 
Ring as a beach setting with the girl of the 
hour sunning herself in a “SFA’s Dress 
maker Dip Exclusives . . in silk and 
Orlon.” 

\ series of three platforms in graduated 
sizes ot white styrofoam rested on glass 
columns filled with tinted wate green in 
this instance, thereby providing a nice ele 
vation for the blonde mannequin who was 
wearing a pale blue suit and holding a 
vellow straw bonnet. Her pale blue straw 
beach bag had a natural bamboo handle. 
The white floor was scattered with white 
gravel and shells, with larger shells spaced 
on the plattorm edges. 

“Bankers Gray,” true to its title, was 
featured in some rather striking and 1m- 
Dressiryve sets hy Display Director Henry 


( allahan cut Lord AS Tavlors ‘The SCcCCHIC 


accompanying illustration the needle 
work done in yarn-like finish cord in pastel 
tones. The dresses chosen were in pale blue, 
pale green and natural, dotted with vellow 
clover print The shadow-box to the right 
was edged with white and gold papel lace 
flor a grouping of beige gloves and “Frou 
frou” cosmetics 

The garden theme was translated nicely 
in a window at Lord & Taylor's when the 
story tor mens wear was titled “A Quiet 
Klegance carried into relaxation Sports 
Shirts and Slacks caretully casual.” The 
garden house established by Display D1 
rector Henry Callahan showed handsome 
gilded, mahogany-handle garden tools hang 
ing mm very orderly tashion on a section ot 
the backwall, which was treated in a simu 
lated mahogany finish. The right half ot the 
backwall showed white-rimmed glass panes 

[Please turn to page 72| 


was a broker's office with the background 
a silver iramed blow up of a teleregister 
For further financial atmosphere, a working 
Dow-Jones reporting machine; a copy ot 
the Financial World; stock market pages 
ot a newspaper; clip boards, and a generous 
collection ot pencils \ bit of color was 
mtroduced into this important gathering 
by the dull vellow burlap used to cover the 
side walls. Dark green cotton twist made 
the floor covering and = the comtortable 
chairs were upholstered in gray or green 
tweed. The executives wore gray worsted 
and flannel and their sophisticated clients 
wore cotton dresses in solid) grays and 


banker stripes 


\ fresh approach was designed by Dts 
play Director Louis Villela” tor howing 


in the bank of Fitth avenue windows ; eet ; + - V/, Mi 


4 


: 
2 

a 

: 


’ 
rit 
Peasy 


i 
\ltman s Gaiant samplers of white 
torated board were r led in knotts 
“Love Letter Cottons tor Summer, 
kach sampler was “embroidered” to trans 
late a tavorite sentimental motto with its 
accompanying motit ‘To m) true love e 
if mv love be true with turtledoves, 
hearts, and tlowers made the subject in the 
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From Here 


IRST in this group of displays trom 

six countries is one for Ets. Helena 

Rubenstein, Paris. The display di- 
rector, Miroslav Pichler, describes it thus: 
“This is surrealist display with a silkworm 
phantom indicating that ‘your skin will be 
silken.” Background is black, the phantom 
of vellow wire, inscription on black-yellow 
glass plate.” 

At the upper right is a window by Sven 
Sjoden, of Herm. Meeths A/B, Gothenburg, 
Sweden. His comment: “A champagne col- 
ored lace dress with white fox and coat 
in the same material as the dress; the 
rest of the articles to match. The walls 
are white and the floor green. As for the 
stand, the framework is black lacquered 
except on some parts where it is_ Ihilac; 
some fields are covered with plates with 
rough surface on which different motifs 
are painted in black, white, lilac, yellow, 
and some green. Certain parts of the painted 
surfaces are in bright lacquer which gives 
a pleasant contrast to the dull surfaces.” 

An imaginative window display created 
by Paul Smith, J. W. Robinson Company, 
Los Angeles, attracted considerable attention 
as it announced Cole of California's swim- 
wear promotion featuring the appearance of 
Cole designer Margit Fellegi in the store. 
The window created an underwater effect 
with a sheet of transparent acetate painted 
with brightly colored fish and framed with 
sea-green painted plywood cut in free-form 
design. Visible through the acetate was a 
seated mannequin in Cole's two-piece sailor 
boy shorts in gold Mohave printed home- 
spun cotton. At the far left were two fig- 
ures in Cole’s brown satin sundress and 
swimsuit with insert “balcony bra’ of 
brown and white = stripes Gold fishnet 
formed a background for the seated manne- 


—Top left, Miroslav Pichler, Rubenstein's, Paris 

... Upper right, Sven Sjoden, Meeths, Gothen- 

berg, Sweden . . . Center, Paul Smith, Rob- 

inson's, Los Angeles . . . Left, Walter Hazel- 
tine, McCreery's, New York City— 


DISPLAY WORLD 





And There 


quin. Sand sprinkled with gold dust and 
topaz completed the glittering, tawny effect. 

Coty’s “Muguet des Bois for Good Luck” 
was the theme used in a series of windows 
by Walter Hazeltine, McCreery’s, New York 
City. Two windows tying up with the open- 
ing of racing at Belmont featured life-size 
black horses wreathed in lilies-of-the-valley. 
The good luck theme was further developed 
with hanging horseshoes festooned with lilies 
and a group of Coty’s products. 

The lattice-work background used for the 
showing of china was in a display for 
N. Yacoubian, Cairo, Egypt. 

At the upper right of the same page 1s 
a window by Paul Moeckli, Bon Genie 
(Brunschwig & Cie), Geneva. Switzerland. 
Note how clearly and vet subtly the element 
of romance is injected into the display by 
the male arm, holding a bouquet, extending 
from behind the curtain. 

At the right center are two men’s wear 
displays trom Pitassi S/A, Milan, Italy. 

Concluding the group is a hat window by 
Rafael Trevino, of Don Antonio’s, Laredo, 
Texas. The background is natural Holliday 
Hill stone in a pink shade 

Not pictured is a most interesting point 
of-sale display produced in the torm of a 
large scale camera by W. L. Stensgaard & 
Associates, Inc., Chicago, to promote Gen. 
eral [Electric exposure meters. The lens 
opening depicts a nursery scene with a 
mother leaning over a baby in a bassinet. 
Animation consists of a color photo disc, 
slowly moving with an upward and down 
ward motion, covering the lens opening and 
superimposing a scene in the background; 
the color photo mounted on the animated 
disc is a close-up of the baby seen in the 
background color shot. Three hands at the 
left hold three styles of Gk’s meters 


—Upper left, from N. Yacoubian, Cairo, 
Egypt . . . Upper right, Paul Moeckli, Bon 
Genie, Geneva, Switzerland . . . Center, from 
Pitassi S/A, Milan, Italy . . . Right, by Rafael! 
Trevino, Don Antonio's, Laredo, Texas— 
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Unusual Treatments Seen 
In Los Angeles Displays 


By HOWARD KUHN 


—At the upper left, the photograph illustrates the modern treatment of the new 
Desmond's store . .. Upper right, by Paul C. Smith, J. W. Robinson Company 
Below, by Ernie Nollac, Kerr's, Beverly Hills— 


THER than = scoring pretty Close 

LOW) per cent Mother's Day displ. 

saturation, there was but little 
ordinated display activity last month 1 
Los Angeles. Rather, “individual initiative 
would more precisely indicate each display 
director's recent efforts 

There was one unusual noteworthy c 
mecmdence We call it “The Horseless Cat 
riage Week.” This occurred when the J .\W 
Robinson Company marked its 75th anni 
Versalry, and The Broadway store cele 
brated its 57th birthday Robinson's dis 
play director, Paul Smith, showed a number 
of micely restored) Pierce Arrows, Pack 
ards. and Mercedes horseless carriages, vin 
tage 1910 or so. The implication, of course, 
Was “how Robinsons and times have 
changed.” 

Meanwhile, Merlin Luick, display director 
ot The Broadway, came up with the idea 
of using real “hoss” carriages and these he 
placed in realistic stable settings in the 
various Broadway stores’ windows to mark 
the anniversary and transpose the looke: 
hack to the good old days from whence 
emerged the imposing Broadway stores ot 
today 

Then just to top it all off, Haggarty’s 
display director, Henry Jampol, used a 
number art 5-foot primitive sketches of 
horseless carriages as background tor his 
sophisticated Mother's Davy windows. 

The most modern new store opening of 
the month came with the unveiling of 
Desmond's seventh apparel store at Cren- 
shaw and Stocker boulevards; this rounds 
out the cluster of dramatic stores which 
flocked alongside jointly sponsored multi- 
million dollar May Company-Broadway De 
partment Store Crenshaw shopping center, 
which they put up on a golt course about 
five vears ago when it was tound to be the 
focal center ot a 600,000 population trading 
ATCa 

Reflecting the casual Calitornia archi 
tectural trend with its long, low, sweeping 
horizontal lines interrupted with the ever- 
present pylon name tower, Desmond’s has 
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—Right, by Don Greer, J. W. Robinson Com- 

pany, Beverly Hills . . . Center, by William 

Meissner, Ohrbach's . . . Below, by Stanley E. 

Thompson, The May Company— 

introduced and included all ot the most 
modern concepts mm specialty STOTT planning 
in this two-storv9 stone, pre-tormed con 
crete, and glass building. With tive display 
windows facing the parking lot, in addition 
to a projecting picture window, Display D1 
rector Harold Kelly is contronted with pr 
lows aimed more at the eves ot 
autoists than at toot trathv 


paring win 


Seventh unit in the apparel chain tounded 
by Dantel Desmond in a Los Angeles plaza 
91 years ago, the new store occupies 30,000 
square teet and is the largest men, women, 
and boys’ specialty store in southwest Los 
Angeles. In addition to Desmonds two 
downtown Los Angeles stores others are 
located at S500 Wilshire, in the Miracle 
Mile, Westwood Village, Long Beach, and 
Palm Springs 

Virtually nowhere at  Desmond’s-Cren 
shaw is the shopper barred trom merchan 
dise. He may wander at will, tarry and in 
spect items as his taney dictates. Move 
ment from one section to another and trom 
floor to floor is encouraged by Burke. Kober, 
and Nicholis layout. The unit is air-cond1 
tioned throughout Predominating shades 
are blues, grays, and vellows. 

One unusually effective tribute to the 
Coronation influence was devised by Paul 
CC. Smith, display director of the J. W. 
Robinson Company with a five-window 1n 
stallation teaturing an authentic British 
coat of arms in gold and pink tones, sup 
ported trom an adjustable floor-to-ceiling 
pole. Two mannequins subordinate to the 
three dimensional, infinitely detailed coat 
of arms were dressed in Windsor pink and 
all other merchandise in the window was 
Windsor pink as well. A scroll sign with 
tluminated letters keynoted this presenta 
tion: “Crowning the Spring Season 
Windsor Pink.” ~~ Brilliants on the floor 
added to the sparkling nature of the dis 
play 

Otheial opening ot the fishing season 
which might be dimly regarded trom a 
merchandising standpoint im many = areas 
gets a significant send off displav-wise in 
Los Angeles, what with the blue’ Pacific, 
the mountain lakes and = streams nearby, 
and over 500) fisherman's accoutrements 
which can he sold to the hearty anglers. 
Several stores noted the arrival of the sea 
son, ranging from Sears to Kerr’s exclusive 


sporting goods emporium in Beverly Hills. 


Krnie Nollac made an arrangement in 
Kerr's which might be called a “Fisherman's 
Dream.’ He not only provided a_ rather 
realistic setting with a fisherman and 
equipment, dressed in appropriate clothing 
for deep sea or pier fishing. but also 
arranged in the window what must have 
been hundreds ot flies. reels, Hoats and 
other items so dear to the heart of Walton 
fans. Accompanying the merchandise wer 
othe services to the sportsmen mm question 

a huge Sign, “Reservations here Tao] 
charter boat the Seafarer, and a re 
minder to “bring the family to 1953’s lucky 
seventh $15,000) prize vellow-tat fishing 
derby.” Natural wood props and_ tree 

[Please turn to page 112] 
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by Eis ehring 


Display Designer and Consultant 
New York 


Arrar gement: This Auaust Tur ale display is made 
up ot one detinite unit. It is smart in its presenta- 
tion ona eye-o} pealing. 


Properties: [he unit consists ot one large mask and 
two small masks, sculptured of papier mache. Fur 
neck-pieces are draped on the head to give the 
impression of modeled hair. Other tur pieces are 
gracefully displayed around the base of the masks 
giving an interesting effect. Small copy card is 
shown to the right of the unit. 


Arrangement: Two definite units make up this 
women's shoe display. Merchandise is limited. 


Properties: The tree-bark, used as a background 
for the mannequin, is fashioned into an interesting 
shape. Leaves, sprouting from the branch, serve 
to display the shoes. The mannequin's head is 
studded with straw flowers, creating an unusual 


effect. A copy card is flanked against the man- 


nequin. Caption reads, ‘Presenting Our New Fall 
Colors.’ 


Arrangement: [he back-to-school display is made 


up of two definite units in pleasing arrangement. 


Properties: A section of school window shows the 
teacher ringing the school bell. The window is 
bricked and set in the background. A copy cap 
tion in the form of a slate, tacked against the 
window, reads, ‘Visit Our Boys’ and Girls Back-to. 
School Shop.’ Four little mannequins are lined up 
in front of the window displaying their new school 


togs. Small copy card is at lower right. 
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COMING UP 





Arrangement: [his mens sport shirt display con- 


sists of several elements forming a single unit. 


Properties: This display has a country club atmos- 
phere. Golf clubs are displayed in the back- 
ground along with sign reading, ‘Sport Shirts by 
(brand name). Shirts are neatly arranged in fore- 
ground. Copy card is shown in lower front of 


window. 





















19353 









Arrangement: In this college display several ele 
ments are combined to torm a single unit. Mer 


chandise is neatly arranged. 


Properties: Goal posts are set in the background 
and serve to frame pictures of mascots. Neckwear 
in stripes of various-college colors are displayed 
about the posts. A limited assortment of men's 
wear is also shown. Two pennants add further 


interest to the display. 











Arrangement: Three definite units are noted in 


this men's underwear display. 


Properties: A wood-grain panel is used for the 
background. The center unit is a pot-belly stove 
in red instead of the traditional black. Wool 
underwear in both red and white is shown. Smal! 


copy card is flanked against the stove. 



















Colors, New Fabrics Enliven 


State street prepared = to equip fas 

tidious shoppers for the sultry sum 

mer days to come, wrinkle resistant 
fabrics and colors chosen tor their descriptive 
value produced some of the most enticing 
displays seen on the street for some time 
“Sleeping Blue,” a staccato accent for darks, 
and “Lake Michigan Blue,’ a misty blue as 
refreshing as the lake breezes, were names 
comed to impart a cooling effect. Sturdy 
cottons, sheer Swiss, muslins and tissue ging 
hams all cut with skill to flatter the figure, 





Rave shoppers a wide choice for serviceable 
wearables for the problem season approach 


ing. Men, too, made a pleasant discovery in 


the new fabrics that need no pressing in hot 
weather. 

With a ring of summer comfort “Iced 
Khaki, new summer retreshment” was flaunted 
I an array of sportswear for every occasion 
at Marshall Field & Co Drab khaki for 
dresses, iced with white lace, and for shorts 
and toppers when combined with two = and 
sometimes three strong colors, was_ lifted 





out of its army classification into the luxury 
class through the medium of display. The 
four settings were placed before a background 
panel dry-brushed with khaki and all the 
brilliant colors trom the collection, in a 
swirling, non-objective pattern. Daubs_ of 
magenta-red here and there were added to 
produce a colorful background. Before each 
panel a motif was suspended that repeated 
the feeling of the sportswear. For example, 
for the offering of khaki dresses under white 
lace, a lacy white, itron-work motif was 
dropped before the panel. In the illustration 
given here first photograph a brillant 
beach hat before the panel picked up the 
dashing colors that glamorized the shorts 
of khak1. 

\ sequence of five windows of the season's 


—The three displays at the top of the page 
are by John Moss, Marshall Field & Co.... 
Center and left, by Reed Schlademan, The 


Foir— 
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—At the righi, by J. Boghosse, Goldblatt's... 
Center, by Jim Murray, Maurice L. Roth- 
schild . . . Below, by Reed Schlademan— 


new swim suits at Marshall Field & Co. was 
noteworthy hecause of coordination of de 
sign, theme, and color. Design was created 
by lines, squares, and = cubes The theme 
“For a picture-sharp outline our photo 
color’ employed cameras on high tripods, 
placed on cube risers and manipulated by a 
mannequin who spothghted a seated figure 
by directing the camera rays, designated by 
lines of black yarn, through a picture frame 
Another frame, held by black cords, outlined 
thre seated model posed On ahh Open cubical 
riser, while a white frame enclosing black 
and white striped stylized fish that) swam 
on the aqua walls, silhouetted the photog 
rapher. “Embroidered Suit,” “Suit plus Stole.” 
‘Tank Suit.’ “Bloomer Suit,” and “Little 
Gurl and Boy Suit” were all black, white, 
or black and white striped. All props were 


State Stree 


black or white. The preponderance of black 
and white was relieved by “photo colors” of 
vibrant blue, tangerine, turquoise, yellow, and 
brillant red. kor the black bloomer suits 
shown (second illustration) the “photo color” 
Was tangerine, introduced by the parasol, beach 
hat, and a giant beach towel. These raised 
presentations are characteristic of Field’s dis- 
plays. The great height of the windows per- 
mits elevation, which Moss feels is uplifting 
and inspirational. 

Another series at Field’s presented a col 
lection of shoes with a light and airy feeling 
in keeping with the daintiness of women’s 
footwear. The entire stretch of windows 
was constructed with white backgrounds, 
the shoes worn by knee-high legs carrying 
the theme in an abstract manner. “Travel 
afoot . . . the new heel,” and “Travelling 
to new heights” with black outline sketches 
of stairs which the shoes were climbing: 
“At ease shoe so nice to come home to” 
with a reclining mannequin on red and blue 
pillows, her feet resting high on the back- 
wall: “The red shoe painting the town” 
with cans of red paint spilled on the floor 
and red shoes and gloves placed to imply 
that a feminine figure was ascending. tall, 
roughly drawn ladders; and the “Strip shoe 

wide Opell spaces | third photograph 

denoted by shoes climbing over distant hills, 
outlined by dashes on the backwall. Three 
strolling figures were represented by hand 
hags and umbrellas mounted on the wall in 
a position that implied the owners were walk 
ing. One of the abstract figures also led 
a black French poodle on a leash which was 
brought out into the window to direct the 
eye to merchandise. The feeling of move 
ment that flowed through the exhibition was 
expressed by a trafhe stop sign bearing the 
copy. The illustration is from one of the 
series produced under the direction of John 
Moss 


Backyard gossip played up the washability 


[Please turn to page 103] 
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Hk the 

sailing when home on shore leave prob- 

ably best explains why the writer ac- 
cepted this new assignment from DISPLAY 
WORLD; after many years in display I still 
think it is the most interesting profession 
any man could be in and I am very proud 
small cog in the store planning 
and display department of the largest retatl 
store organization in the world, Sears, Roe- 
buck & Co. 

For my first assignment I decided to visit 
Wellesley, Mass., a beautiful old New 
Kngland town noted its Wellesley col- 
lege and its beautiful homes. 

(On Main street I noticed an 
looking boys’ and sporting goods 
store, and I soon had the pleasure of meet- 
and talking display with the genial 
owner, Mr. Henry P. Olken. I found the 
business was first operated on a side street 


old adage of sailor who went 


tw be a 


for 


exclusive 
weal 


ing 


back in 1946, and then in 1952 Mr. Olken 
moved to the present location. 
On entering the store, I noticed imme- 


fine fixturing job and the func- 
and application of perforated 
In some cases, entire wall sec- 
faced with these panels and in 
one section — to provide additional back-up 
stock shelving — the wall were 
brought forward to provide a 26-inch wide 
rear aisle and 18-inch wide stock shelves, as 
shown in sketches (A, B). These drawings 


diately the 
tional use 
wallboard. 
tions were 


sections 


show both a front and rear view of this 
perforated wallboard installation One 
exceptionally good teature was the easy 


method of attaching all manner ot carded 
items to the panels. Ordinary paper clips 
were inserted through the cards into the 
holes in the panels; clerk would line 
up the position of all the carded items on 
the front of the panels and another stand 
ing in back in the rear stock 
could open up the ends of the clips. 

The counters shown in the sketch of this 
section of the store all had open fronts and 
we have shown how easily they 
equipped with plywood sliding doors set in 
hardwood or metal track. 

The sketch also suggests how the counters 


one 


area aisle 


can be 





of months DISPLAY 
WORLD has carried a regular feature 
usually entitled “Easy-to-Build, Low-Cost 
Units for the Smaller Store,” written and 
illustrated by Jim Kiley, whose experience 
in display dates back 25 years; for the past 
three years he has been display manager 
for Sears, Roebuck & Co., Boston. When 
for personal reasons Kiley decided it was 
necessary for him to discontinue the month- 
ly article he was asked to consider a new 
series, the first of which appears here. 

The series will feature on-the-spot sketches 
of good, low-cost easily built units and dis- 
plays seen in various stores. In each case 
permission will be secured from the store 
to do the sketches and give construction de- 
tails. We believe the series will be of real 
help, particularly to the smaller store which 
in many cases does not maintain a pro- 
fessional display staff. . Ed.) 


(For a number 
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Smaller Store 4 sopered ty sim kin 


could be built with a slope front to empha- 
size visually 
the counters and to minimize the appearance 
ot the lower counter understock 

Note how the counters are 
off with standard binning equipment so that 
all the goods are out in open display, mak- 
ing it easy the customer to inspect, 
select and Keach priced with 
small metal bin price clips and end teature 


sections 


shown binned 


for 
buy. bin 1s 
display bins can be set up using 6- or 8-1nch 
bin glass as suggested in this sketch. 

Mr. Olken is fortunate in having a man 
handy with tools on his staff and he designs 
and builds many fine functional display units 
both window and interior display 
Sketch (D) shows a fine displayer built out 
ot lengths ot pine board. 
are displayed on the sloped top section, with 
slacks draped the 
pole; sport can 
displayed on the sloped base. 

The assembled unit was painted in a 
soft pastel green. The only additional sug 
gestion [ could offer was that holes could 
be drilled in both shown 
in this sketch to add a decorative touch and 
to reduce the amount of wood visible; a 
good display unit is one which shows the 
maximum amount of the 
minimum of fixture. 

The store has backless windows, and the 
merchandise display set up on a low base 
platform flush with the glass 1S 
always kept below eye-level so that 
tomers passing by on the sidewalk can see 
into the entire attractive store interior. 


for use. 


Boys’ sport shirts 


boy 5’ sport oOvVve©r length 


ot curtain shoes also be 


side sections as 


merchandise and 


window 


Cus- 


The boys’ sportswear section is located at 
the entrance area and a ramp 
customers into the sporting goods depart- 
ment at the rear. One side wall along this 
ramp was faced with perforated hardboard 
as shown in sketch (C) and the attractive 
wall display ot golf bags and many tie-in 
volf accessory items in the bins on top ot 
the wall stock shelving made a good 
functional selling display and at the same 
time directed customer traffic into the sport 
ing goods section. 


store leads 


side 


I also noticed a wood rack specially de 
signed to hold and display a full line of 
fishing reels and I made a sketch of this 
it had built by Mr. Olken; 
this will have to be included in next month's 
article. 

My next visit was to the fine 
store of Filene’s of Boston, and I made this 
sketch (E) of the attractive 
which were suspended from the ceiling in 
each window on lengths of ribbon. 


~ 


-_ 


been however, 


suburban 


center pieces 


Various size wood circles were clamped 
together by means of small notched blocks 
indicated in the small detail. 

This idea could be worked out by drawing 
the attached circles on a sheet of wallboard 
and then cutting them out with your “Cut- 
awl” machine; the cut-out unit could then be 
painted a soft pastel color and suspended 
from the window ceiling with a length of 
ribbon. The artificial flowers could then be 
entwined through to complete the unit; this 
method of construction would be an 
one for the small merchant 


oft wood as 


Cassie! 


the goods displaved on top ot 


(rn errr ccc 











Display Work Made Easy... With 


SELF-SPRA YING 


PAINT PRODUCTS BY 


























































Spray-0-Namel 
Brushless Paint 


No brush! 


No mess! A simple press 


No mixing! 


of the lever brings amaz- 
ing results. It's Spray-O 


Namel, America’s _ first 


the 


with 


and finest aerosol spray paint, 
Presto-matic spray head that prevents clog 
ging. Dries in | hour to a high gloss finish 
In 20 popular colors. New Spray-O-Stain also 


now available in 4 natural wood finishes 











_— <' / 
: Mana-Skin\_ 
Spray 


Here's your bread 
winner for damaged 
or smeared manne- 
quins. New Mana- 
Skin sprays direct 
from can to give a 
factory-like texture and save you 
and your customers hundreds of 
dollars. In 2 flesh tone shades 
Durable. Chip resistant. 





Spray-lt-Snow 
Kolor Flock 


USE and sell the greatest dis 
play unit ever offered. KOLOR 
FLOCK ... a thick, fluffy 
flock effect and powerful 
spray in one low-cost pack- 
age. For floral displays, signs, 
backgrounds, windows, Xmas 
trees, etc. In 7 colors. 





Pally Coter Hare 


ge rene 


OTHER ILLBRONZE DISPLAY PRODUCTS 


@ TINSEL—all colors, all sizes 

@ DIAMOND DUST—-<sparkles like ice 
@ MiCA—used as powdered snow 
@ CLASS BEADS—high quality. Many 


4 
Ay ILLINOIS BRONZE 
4 POWDER COMPANY, INC. 


2023-D South Clark St., Chicago 16, Ill. 





Write for details today 
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pear 


() display is complete without 
formative signing. 

A good sign is one which attracts 
attention to the display, tells briefly what 
it is and then leads the eve away from the 
sign to the display teatures It must be in 
harmony with the display and not be so 
strong that it takes away from it. It must 


‘GO WEST ) 


_ have sufficient size and = attention-getting 
YOUNG MAW value St) that people deo neot have to hunt 


data tor it. 


“ ‘ 
r oe 
J , 


) Y LO ve oe epee ee se We are very fortunate in having a savings 
a nad Pd oh a ETAT ATS sxe account teller who 1s also a good artist. 
po er Whey, uw - . fi LOAN She makes early all Of our signs and does 
| all excellent rob Nearly al! ot the signs 

le ie : “< are made by her in her evenings at her home, 


Sat SE nine ie though her artistic ability is trequently used 
i IN LN be ee he 7 it 


” on small projects at the bank 


In) vo Ltt ‘ SILT) painter W A uid 


Financial Display 


By HOWARD C. NASON, Manager, 
Boylston-Berkeley Office, Institution for Savings, Boston 


place most ot the emphasis upon general 
artistic ability and imagination. Such. a 
person Can he shown the proposed display 
and with a little joint planning and with a 
minimum of instruction, a good artist wall 
consistently provide signs to meet the rather 
rigid requirements set torth above 
\ppropriateness and imagination go 
long way in designing the unusual type 
signs which add greatly to the value of a 
display. A tew otf our signs seem worthy 
ot special comment because ot these points. 
The sign in a pottery display had two 
actual pottery tiles inset into the sign. The 





sign was painted on the same paper which 
was used tor floor and plateau covering, a 
frequently used technique which blends the 
sign with the window. When there 1s a 
second strong color in the display, that 
color is trequently used for the lettering. 

The sign in a Boy Scout window consisted 
of a sign, a Boy Scout poster and the 
illustrated part of a calendar put out by 
a competing bank. They were all mounted 
on a piece ot wallboard along with rope 
knots I tied myselt, with the aid ot the 
Scout book on knots. They were attached 
to the wallboard with common pins with 
their heads cut off 

For a vacation window, Parker Bullard 
sent his bank an actual vacation post card 
with the written message, “Having a grand 
time, thanks to our Vacation Club.” En 
larged to : by 3 feet it made an excellent 
background sign tor a window promoting 
Vacation Clubs 


For an arts and crafts window we had 


ner one — 
TLC TION POR savintns 9 the sign made upon parchment 
= onm | 4 
af 2 ur use ot blueprints as signs was pre- 








viously mentioned. The blueprinting tirm 
which is to do the work can give vou in 


| Please fur lo Pade 1 | 


—At the top of the page, by Warren Evans, 

Jr., Phenix National Bank, Providence 

Center, by Samuel C. Forsythe, Franklin Sav- 

ings Bank, New York City . .. At the left, by 

Fioward C. Nason, Institution for Savings, 
Boston— 
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Super Spot 


Sylvania Birdseye* Lamps brighten Christmas windows of W. & J. Sloane, Beverly Hills, California, 


Unusual window display ideas and careful designing And, there are no tricky fixtures or extra equipment. 

really pay off big when you light them up with Syl- Simply place your Birdseye Lamps where you want 

vania Birdseye Reflector Lamps. them and that’s that. There’s no cleaning bother either. 
That statement is vouched for by leading display Reflectors, hermetically sealed in, retain their high 

people and the nation’s smartest stores. For, depend- efficiency .. . never tarnish or corrode. 

able Birdseye Lamps throw a clear, bright light exactly So, insist on Sylvania Birdseye Reflector Lamps. 

where you need it. You get dramatic highlights and They come in types and wattages for every display 

contrasts that win extra attention and extra sales. need. Mail coupon for illustrated folder NOW! 


*Sylvania Trademark 


SYLVAMIA 


LIGHTING e RADIO e ELECTRONICS e TELEVISION 


a a ee i a oa 
Sylvania Electric Products Ine, 
Dept. 3L-2906, 1740 Broadway 
New York 19, N, Y. 


Please send illustrated folder describing the full line of 
Sylvania Birdseye Reflector Lamps. 





Name 





Store 








Street 





In Canada: Sylvania Electric (Canada) Ltd., University Tower Bldg. 
St. Catherine St., Montreal, P. Q. 


‘ 
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The Coronat 


Hk coronation windows of Gimbels were 
opened the morning of May 
sritish Consul and a group ot 
British residing in 


oth tall \ 

IS by the 

distinguished 
Philadelphia 
ull page 

heralded the event and helped bring thou 


pieces 


citizens 
advertising in local newspapers 


sands of people to view the authentic 
various English 
Four of the battery of windows are pictured 
Nine into 
this project, tapping throughout 
the Philadelphia area and New York City to 
obtain the many interesting and documented 
books, letters, paper;rs. The 
frames around the outside windows 
with lots ot ap 
executed by the Gimbel 


from periods of history 


months of solid research went 


resources 


obye cts, and 
valance 
were done in semi-relhet 
Were 
display art staff 
were sculptured atter authentic oil paintings 
of the their resemblance and_ lite 
life make-up caused much tavorable com 
ment They were done by Constant & 
Thor, New York Citys 

hres featuring British imports 
adjoined the five institutional ‘The 


floor ot the store was decorated with 


plique and 


Figures of the queens 


period ; 


windows 
windows 


main 


By WALTER SPIRO, Gimbels, Philadelphia 


sritish Commonwealth and the 
sritish im- 
ports were in evidence throughout the store 
all this supplemented by additional ex- 
hibits in the Little Gallery and 
peaked by a fashion show of British period 
costumes in the Gimbel auditorium on June 
3. The displays were on view until June 4. 

The each of the five 
principal windows in brief 
display 
superbly 


flags of the 


Dominions. Special displays of 


store's 


following describes 

First was the showing Queen 
Klizabeth Il, a sculptured full- 
size figure of the reigning queen, resplendent 
in her uniform as colonel of the Scottish 
(;uards and mounted on a remarkable replica 
Dolls depicting the 
roval family in the coronation of George 
VI, sketches of “Lilybet” painted by Jean 
de Botton at Westminster Abbey, and a 
facsimile of the annointing spoon were 1n- 


ot her favorite horse. 


cluded 
\ window dominated by a 
sional portrait” of Victoria Regina included 
Venetian lace and brocade bed- 
queen's 
turnt 
and 


“three-dimen- 


a hand-made 
(twin to the 
hed), 

hand-inscribed 


one On the 
Victorian 
court menu, 


Erte 


spread 
tester 
ture, a 


hand-carved 


ion Comes To Gimbels 


such bibliophile’s treasures as letters by 
Dickens and Emily Bronte. 

In the Queen Anne window we included a 
viole damour (a court musical instrument 
of the era, valued at 1,200 pounds), Anne's 
own crest presentation cup, a platter bearing 
a duke’s coat of arms, statutes signed by 
Anne, letters by Daniel Defoe, pistols owned 
by a colonel of the Dragoons, and rare cos- 
tumes and furniture of the period. 

Recreated feature for feature, 
Klizabeth I was clad in ruff and 
gold, flanked by the flamboyant fashions 
of the period. By a model of the Globe 
theatre were letters signed by Good Queen 
Bess, a long-handled lute, and a model of 
the ship Francis Drake is have 
sailed in. 

One window was given 
Mary in a setting that recaptured the Gothic 
grandeur of her time. Religious wod sculp 
halbert borne by 16th century 
“Beefeaters,’ a priceless crystal and 
model of a country estate, 
helmet 
and curiously 


Mueen 
cloth of 


said to 


over to Queen 


tures, a 

gold 
and a 
against 
and 


cCTOSS, a 
British 

the dark 
chests of the era. 


were set 
chairs 


soldier's 


carved 
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N.A.D.I. 
Christmas 
MARKET WEEK 
In Chicago 


JUNE 27th TO JULY Ist INCLUSIVE 


net 


Our Christmas Line Will Be 
On Display 


THIRD FLOOR EXHIBITS 
ROOMS 3-4-5 AND 6 
Conrad Hilton Hotel 


Our Thirty-Third Year Serving Display 





== Designers +Manufaclarers ARTIFICIAL FLOWERS 
éfi DISPLAY DECORATIONS 
<<: ART DISPLAY STUDIOS 


36-38 WEST 37TH STREET 
NEW YORK 18 
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DISPLAY 


_..on and off the record 





—Many American displaymen 
will recall the visit some years 
ago to this country of Roger 
Pryer, of Bentall's, Kingston- 
on-Thames, England. Here he 
stands at the left, in front of 
his home; on the right is 
George Silvestri, Silvestri Art 
Mfg. Company, Chicago, who 
recently returned from a visit 
to Evrope— 


; 7 
f a Fy 
\\ Ae 
. ; 


: 
; i 


—This picture was taken immediately after the 
wedding in Los Angeles of Trowbridge H. Stanley, 
president, L. A. Darling Company, Bronson, 
Mich., to Miss Andree Krapf. Left to right, i. 
Fred Stotler, who recently purchased the Los ) " —This is John T. Chord, 
Angeles distributorship of Darling; Mr. and Mrs. o 7 q who became display 
Stanley; Mrs. Stotler, and Judge Elmer D. Doyle. | , director of Stix, Baer & 
who performed the ceremony— so Fuller, St. Louis, a few 
weeks ago. He was 
formerly in charge of 
national display for 
Montgomery Ward & 
Co.— 


—Reed Schlademan, 
display director of The 
Fair, Chicago, at work 
on his hobby which 
consists of gathering 
driftwood on Lake 
Michigan shores and 
combining the pieces 
with wire to form inter- 
esting display units— 


—in the usual order, Paul Godell, Arvey Corpor- 
ation; Ed Whitmore, Oberly & Newell Lithograph 
Corporation; Walter J. Ash, Consolidated Litho- 
graphing Corporation; W. L. Stensgaard, of the 
Chicago firm of that name and president of the 
Point-of-Purchase Advertising Institute; Harry 
Fenster, |. Fenster & Sons, Inc.; William Melish 
Harris, president of the firm of the same name; 
King Gould, managing director of POPAI. All 
are active in the affairs of the Institute— 


—Cutting the Baltimore Dis- 
play Guild's birthday cake at 
the annual spring dance is 
Tom Schenkel, Hutzler Bro- 
thers; Mrs. Merle Lee and Mrs 
John E. Bonnett, wives of local 
displaymen. Frank Malehorn, 
Baltimore Display Industries, 
publicity director of the club. 
is presenting the cake for the 
knife— 








A MASTERPIECE IN CLEAR PLASTIC 


the most useful display form ever designed 


If you are not yet using Glamour Form for the 
display of your Bathing Suits in your 

store windows and interiors, or for the display 

of Lingerie, Beachwear, Sportswear — 

all-wear everywhere ...If you are-not, 

believe us, you’re missing a sure-fire method 

of making your merchandise look better 

and sell faster. Will not chip, peel, crack or 
discolor. Wipes clean with a cloth. 

Lasts a Lifetime. Complete with its own Plastic Stand 
or can be attached to any stand you own. 
Beautifully Packaged. Order today. Immediate Delivery. 

















*Free! Write for our Catalog to see the Complete Line! 


RED WING PRODUCTS 


BELLEROSE, N. Y. 
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The Challenge 
Of Self-Selection 


By FINDLEY WILLIAMS, Manager,* 


National Store Planning & Display Department, 
Sears, Roebuck & Co., Chicago 


To stores teetering on the verge of a shift over to a new system of self- 


selection, a word of warning; don't go too far! 
acter so that your old friends and old customers won't know you. 


Don't jump out of char- 
In these 


shifting times all of us must be conscious of store “character” . . . the 


image we cast in the eyes of the customer. 


Abrupt or radical changes in 


fixtures and layout are not desirable if they give us a false front. 


KIGINALLY 


lunited to a 


my subject was to be 
recent de- 
jut there 


are so many new elements at work today in 


discussion of 
velopments in fixture design 


the retail evolution we are passing through, so 
new factors that enter into the ultimate 
design and function of fixtures that | would 
like to have you step back with me to take 
a look at the The crux of 
the broad issue is concerned with the philos- 


Miahhy 


whole problem. 


ophy of selling and it 1s that philosophy 


that determines not only fixture design but 
most other aspects of retailing including 
probably the two most basic components of 
the business buying and merchandising 


lt is this broader field that | mmtend to cover 


here today lixtures, therefore, will be the 
last item on my list for discussion \t Sears 
we feel now that there are several important 


steps im merchandising that must be taken be- 


fore we arrive at anything like final ans 


wers on fixture design. 

(oun selling at Sears ts 
that 1s 
by the 


she intends to buy. 


philosophy oft one 
a principle of self-selection 
the merchandise he or 
In view of that not only 


our ftixturing but also our theory of merchan- 


based onl 


customer of 


dising im its largest sense has been developed 
The men in Sears’ national store planning and 


display department have achieved real ma- 


turity and stature by studying all the funda- 


mentals of buying and selling merchandise, 


instead of merely limiting themselves to a 
single link in the chain necessary to success- 


ful 


organization 


Therefore, the men in our 
primarily 
merchandise presentation 


sales results 


who are experts on 


have some signifi- 


cant things to say on the whole subject of 
We are talking in terms of 
that 1s, mer- 
chandise assortments that have been specific- 
ally tailored to fit the im- 
portant, to fit the changing tempo of people's 
shopping habits. 

Now in all develop 
ments, fixtures are certainly important. But 
they are simply the means to an end, not the 


merchandising 
“engineered assortments” 


space and, more 


these fast-breaking 


*“Address. mid-year convention, Sales Promotion 
Division and Visual Merchandising Group, National 
Retail Dry Association, Cincinnati, May 19 


(,00ds8 
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end 
ing. 
detinitions of 


itself. The end itself is simplified sell- 
We have all been exposed to so many 
the going on under 
the head of simplified selling that one more 
wont hurt. We realize, of course, that sim- 
plified selling includes not only the simplifi- 
cation of merchandise presentation and fixtur- 


activity 


ing for ease of self-selection by the customer, 
but also the simplification of many operating 
functions like sales slip procedures and other 
salesperson functions required to close a sale, 
handling of charge accounts, time payments, 
stock room arrangements and the like. How- 
ever, | intend here to dwell only on the self- 
selection principle as it applies to simplified 
Self-selection means the exposure of 
the maximum amount of merchandise in open 
type 


selling. 


merchandise designed to 


allow full access by the customer so that he 


presentation 


can see, feel and select and remove the item 


from the display. Here is a picture of the 


kind of display we are talking about.  Fix- 
tures, to me, are like the wheels on a car... 
absolutely necessary and they must be per- 


fectly designed if your car is to run smoothly, 
but there are so many things that enter into 
making a that it would be silly or 
blind of us to study wheels alone if we wanted 


car go 


to know the real reason a car travels. 

To use another analogy, fixtures are like 
faucets. They're at the pay-off end of the vast 
system of pipelines that makes up our mod- 
ern method of distribution. To us, it 
only logical that well be able to design and 
build better faucets if we know all we can 
about the pipeline system, what goes into it, 
what through it and all we can 
about the habits of the millions who approach 
our faucets to fill their needs. 


And, of find ourselves 
swept along on a rising tide of simplified sell- 
ing with all its The 
problem today is to keep from being rushed 
into making mistakes . 


seems 


must go 


course, all of us 


many ramifications. 
especially to avoid 
a scramble of new fixture design and layout 
that might when the dust 
settles. Wath many stores being squeezed by 


prove disastrous 


rising operating costs, with the pressures of 
supermarket techniques being brought to bear 





from all directions and with self-selection a 
cold, hard fact to be faced, it is more 1m- 
portant than ever to get back to basic funda- 
mentals of merchandising before we get mixed 
up in a frenzy of remodeling, revamping and 
redesigning of fixtures. I'd like to tell you a 
little about some of the ideas we are trying 
to work out at Sears. Not that we have all 
the answers, by any manner of means, but we 
have all of the same problems you have 
except perhaps on a bigger scale. 

We've got to help the customer make his 
own decision. We've got to present our case 
so neatly and convincingly: “Here is a good 
piece of merchandise, here is a better one; 
this one over here is the best we have and 
here are the reasons why.” You can see how, 
in the current climate of self-selection and 
speedier shopping, merchandise presentation 
takes on a third dimension and an added re- 
sponsibility. 

We'll say it now and we'll say it again be- 
fore close: never before was it so im- 
portant to have crisp outlines and proportions 
in our merchandise assortments. Rambling, 
wide-ranging assortments that some buyers 
like to present the public just to show 
that “we're really in the business” can not 
be accommodated in fast-moving, self-selec- 
tion selling setups. With speedier night shop- 
ping replacing the old-time, daytime browsing, 
assortments must be deep and narrow like a 
swift-running river. 
all over the scene and complicate and post 


we 


Otherwise they ramble 
pone the decision the customer wants to make 
for himself. 

Now, let’s look at some of the facts we had 
to face when we began to extend our self 
selection facilities at We 
among other things (and I suppose this tigure 
is more or less true for most other outlying 
retail outlets) that we are doing 70 per cent 
of our volume in 30 per cent of the time the 
In other words, the customers 
are hitting us in assault waves. Night shop 
ping is faster and much more concentrated 
daytime shopping. That means your 
assortments must be engineered to be repre 


Sears. discovered 


store 1s open. 


than 


sented “in depth” on the floor, because the 
tempo of night shopping leaves little or no 
time for salespeople to attempt record-break 
ing sprints to the stock room. Naturally, 
the requirements for “deeper” assortments 
atfect fixture design too. 

And. of course, with the inevitable spread 


of self-selection into more stores and into 
more and different lines of merchandise, we 
must not lose sight of one of the greatest 


aids we have in helping the customer to reach 
his that is the presenting of 
merchandise in logical groupings that reflect 
natural buying habits that is, groupings 
by size, by color, by price, and by purpose. 
As people in general become more educated 


own decision: 


to the possibilities of self-selection, grouping 
by size, by color, by price, and by purpose be- 
important. And naturally the 
physical facilities or the fixtures by which 
present groups to the shopping 
public become more important and they m 
turn have an effect on the size of the mer- 
chandise No this 
more than the merchandise presentation en- 
gineer who is out on the selling floor trying 
to move more goods to more people. lf, for 
instance, he is able to prove to you that the 
[Please turn to page 107] 


comes more 


you these 


assortments. one realizes 
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Upson Easy-Curve Board opens new vistas 


.. frees it from 
the dulling dictates of pre-formed shapes. The 
almost limitless opportunities of this light 


to your creative imagination . 


and yet exceptionally durable fibre board 


actually stimulates numerous fresh and original 
display ideas. You'll find, too, that Upson 
Easy-Curve Board has the same thirstless 


EASY-CURVE 
BOARD 


1933 


UPSON Easy-Curve Board gives you the opportunity 
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to create columns, curves, abstract or stylized 
shapes of almost any size or radius! 


painting quality that distinguishes Upson 
Strong-Bilt Panels: one coat of oil, tempra or 
What’s 
Upson Easy-Curve Board is more reasonable 


lacquer covers beautifully. more, 
in cost than ordinary pre-formed shapes. 
Other Upson panels are available in 3%", |,” 
and approximately 3%” thicknesses. The coupon 
will bring you more detailed information. 








716 Upson Point, Lockport, New York 


kasy Curve Board 


NAME 

NAME OF FIRM 

STREET 

CITY STATE 





THE UPSON COMPANY 


Send me detailed information on Upson 
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Bridal Promotion With A B. A. Degree 


{)t) 


often a department store tie-in 


with a publication tor a promotion dies 
death The bridal 
Dalton’s of Baton Rouge 


“Modern Bride” 


flourished store 


an untimely recent 


promotion which 


did in conjunction with 


not only lived, it Into a 


wide event which will be long remembered 


‘The 


. r1Ve 


original 
with A B. A 
groom Approved).” At 

this 
gilt departments, the 


magazine s suggestion was 


gilts Degree*™ (*Bride 


Dalton’s, mstead ot 


restricting excellent promotional idea 


tern thre theme was ex 


panded 1 tull 4 ale coverave ot every de 


partment which carries merchandise which 


connection with a wedding, betore,. 


alte! 


has Ally 
during of ' 


lhe promotion broke with a double page 
spread in the Sunday newspaper which coin 
cided wath the 
bridal windows depicting every 
“Wedding with a B.A 
on all 
to the 


continued 


unveiling of a series of 12 
phase ot a 
Degree.’ Radio spots 
attention 


Sunday 


tour local stations, calling 


window series. began on and 


through the week 
14 atured 


wedding and trousseau ot the bride and ad 


lhe mmitial ad fashions tor the 


ditional tashions tor her attendants and 


mother Follow-up full page ads were 


scheduled during the week on linens. china, 


crystal, and silverware Lhe regulat weekly 


luncheon fashion show teatured bridal 


tashions, and the citv s soctetv mavazine. 
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“~ he 


consultant, 


Register,’ gave space to the bridal 
Miss Myrtis Brumfield. 
(groundwork — tor promotion 


started 


this was 


weeks betore when © 
director, and his assistant, Richard 
ordered with 
ed. Jolissaint, adver- 
and Miss Brumfield began 
“talking bridal promotion” with the various 
buyers betore their trips to market. 
Final plans individual 
ences were drafted at a coffee meeting of all 
department heads with the display and ad- 
vertising departments in the store tea room. 
Two days later the window schedule was 
drawn up and distributed after turther con- 
with 


display 
window accessories 
this event in mind. J. 


tising 


Roussel, 


direc tor, 


following conter- 


ferences advertising to coordinate the 
theme 

Modern Bride magazine provided posters 
featuring the cover of the current issue, in 
addition to numerous copies of the maga- 
zine itselt. Both were used in each window 
and scattered throughout the store in selling 
departments 


A brass 


effectively 


silhouette used 
with palmetto and orange blos- 
soms a the 


wire church was 


background of most of the 
The series itself progressed 
trom the 
fashions 


window series 


in chronological order wedding 


through trousseau and home 


furnishings to eifts. 
The three large windows were devoted to 


H. Tenney, 


the wedding, the honeymoon departure, and 
“at home” furnishings. Bridal white tashions 
were used in all windows (except the bride's 
“going away” suit which had white touches) 
with brilliant touches of 


CesSSOTIECS. 


color in the ac- 


A large marble-like arch with chancel 
rail was used with greenery and_ bridal 
wreath for the background of the “Wedding 
with a B.A. Degree” itself. In addition to 
the bride and two bridesmaid mannequins, 
a male figure played the wedding march at 
an electric organ from the = store’s music 
salon. 

An airline 
the second 
in “Travel 
were 
agent. 


office was the scene of 
The bride and 
with a B. A. Degree” 
checking in with the ticket 
Luggage was loaded on an airline 
baggage truck, and travel posters were used 
on the wall in the background 

A modern interior, incorporating a blond 
TV set from major appliances, furniture, 
and turnishings from related departments, 
was carried out in tones of brown high- 
lighted with gold, white, and green. A 
second bride mannequin surveyed “At Home 
Furnishings with a B. A. 

A third bridal gown was used in a corner 
window which has visibility on three sides. 


ticket 
window. 
Fashions 


groom 


shown 


Degree.” 


Displayed also was a tormal table featuring 
[Please furn to page 112] 
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The biggest Fall and Winter season ever is heading your way! And you'll get C 0 N # A p 
your share of the record sales if you put your best ‘front’ forward! We will be 
happy to help—as we have in the past—but this year, we promise to be of 


even greater service—here’s why! 4 | [ T 0 N 


Hundreds of new, eye-stopping displays, animated and mechanical... for 
windows, outdoor and interior ... all designed to promote your merchandise 4 0 T i l 
will be shown at the Fall and Christmas Market Week. Many new point-of- 
sale displays including domestic and imported animated and mechanized 


units will be introduced. > 
The finest display manufacturers in the country will be on hand with their C 4 | C AG 0 


designers, artists and production men. They will be happy to discuss your 
specific display ideas and problems with you. Be sure to attend—and see them! 


wy 
You'll also see NEW MANNEQUINS e PAPERS « FABRICS JUNE 27 


NOVELTIES @ FIXTURES e ACCESSORIES e FLOWERS © DECO- 

RATIVES e@ SET PIECES e PLASTER e PLASTIC POST, LEDGE TH ROUGH 
& CASE UNITS e PAPIER-MACHE e WOOD e METAL e 

FLOORING e BACKGROUNDS e WINDOW e INTERIOR e@ 

OUTDOOR e SIGN WRITING MACHINES & SUPPLIES... Hundreds 

of NEW DISPLAY IDEAS! 


= 


“» 
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—This is the table and counter top sock bar 





mentioned in the article. It holds a complete, 
basic stock within reach for self-selection— 











24 per cent less time than it takes to go 
through a regular service department, and yet 
buys 16 per cent more goods than in the 
former! Also that stores have obtained 30 per 
cent space for merchandise with self- 
selection fixtures. $y the removal of the 
2-foot wide barrier between sales- 
man and customer, the salesman is able to 
serve two or three of the latter without 
offending or neglecting any of them. Simpli- 
fied selling has upped sales on higher-priced 
goods, for when consumers browse through 
exposed merchandise they trade themselves up 
to better quality goods more strongly than 
selling. Further, this tech- 


more 


showcase 


under personal 


Self-Selection Sells Socks 


i liNts modern merchandising prob 


lems with traditional methods has 

as much logic today as Don Quixote 
had in tilting at windmills with his lance 
People today seek speed and ease of shopping 
accept the in- 


The 


“museum case” old style sell 


and apparel merchants must 


evitability of self-selection techniques. 
move from closed 


ing to the modern open-stock simplified sell 


mg is causing a retail revolution Retailers 
are hot footing it to “re-tool” their sales 
plants m the same manner that manufacturers 
regularly re-tool their factories le squire 
Socks belheves that helping the retailer in- 
crease his business is the only way it can 


good for its 
All-out aid 1s 


with the 


mcrease its own, for what ts 
customers 1s good tor it too 

given to stores who are grappling 
from the 


and 


entirely new problems resulting 


mtroduction of self-selection 


retailing 


a 
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By GEORGE GUGLIELMONE 


Vice-President and General Manager, Esquire Socks, New York City 


The trend 
is to get faster 
and in larger numbers and no sale may be 
until the merchandise is in 
chifforobe. Amazing 
manufacturers who 
imaginative and profit-building 
sought by merchants 


the phenomenal promise it gives. 


across to consumers 


goods 
considered final 
the consumer's 
await 
that 

techniques are eagerly 
and the most promising of these in the dis- 
tribution of is the S.QO.5. 
(selective-open-selling ) device. 

No other item in the men’s wear field lends 
itself better to self-selection and high im- 
pulse buying than socks, for more pairs of 
these are worn and destroyed per year than 
any other apparel article. The great potential 
in business of this minimum-markdown high 
been scratched, 


oppor- 


tunities those rec- 


ognize 


merchandise 


turnover item has hardly 
especially when we realize that small wearing 
chunk of total 
volume which 
between 


items account for a good 


store business . . a sales 
oftentimes difference 
profit and loss on the total store operation 
\ recent Du Pont survey showed that 51 
per cent of the women interviewed definitely 


represents the 


preferred the convenience of self-selection in 
shopping for their hosiery! The National 
Ketail Dry Goods Association has just com 
special meetings to prod 
action on re-fix- 


pleted a series ot 


its associate members into 
turing which would take the goods out from 
under the glass which stifles and deters sell- 
ing One of the best testimonials to this 
trend is that large new chain of department 
stores in the Southwest (Fedway) which 
handles better quality and which has gone over 
completely to this new “national way of 
selling,” as they call it 

It is interesting to note from yet another 
Du Pont that the average shopper 


through a self-service department in 


survey 


passes 


—At the left, the ‘Sockorama'’-—a three-tier 

revolving, motorized sock bar with a friction 

drive; it can be stopped at the touch of oa 

finger . Right, the sock selector floor stand; 

cascade step-backs and patented saw-toothed 

shelves show a maximum of socks and a mini- 
mum of wood— 








nique permits the “selling something extra” 


which is the retail watchword because it 1s 
from that extra sale without overhead that 
profits come. 

Personal retail selling has always been 


inherently inefficient and Department of Com- 
merce studies show that salesclerks spend 
only 10 to 33 per cent of the working day 
Among their principal 
responsibilities they must take inventory, 
replenish stocks, arrange counter displays, 
dust counter tops, and do everything but take 
in washing. Their calibre has fallen so low 
and they have downgraded to such marginal 
stature (because the better workers are at- 
tracted to other, more remunerative fields) 
that in many cases they are reluctant even 
to show complete assortments and color ranges 
and an alarmingly increased 
[Please turn to page 100] 


in active selling. 


to customers, 
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HOSIERY 
INDUSTRY 


724 


OCtMLS 





STYLING...as the original pio- 
neers in the field of shoe and hosiery 
form manufacture SHOK FORM CO. 
INC. has maintained their high pur- 
pose to give to the industry forms 
which are beautiful, practical and 
EMBOSSING...an added selling designed to keep pace with display 
punch to your display of hosiery needs. This “designing for the prod- 
uct” is well illustrated by our new 
“20-hi” (eat. no. W43-20) which 


uniquely displays the new elasticized 


your name or trade mark embossed 
right on the form as shown above 
on our ever popular W43 Hosiery 


Form. Our embossing actually bites knee-length stocking. The form is a 











into or “brands” the form stock. This composite — neither right nor left. 










The soft velvety surface of our 
NU-VEL and PINK VEL finishes 


vives an ideal gripping surface to 


assures you lasting identification of 





the form with your hosiery. 


hold elastic top of stocking snug. 







FINISHES...F airy Form’s exqui- 


site finishes are an integral part of 






N.A.D.1. Booth 123 


We cordially invite you to visit our booth and see 
our complete line while at the show. 


the form... they will not chip or 










peel. 





ar er rear arinariainr titer 
7 
| 
Send coupon for latest information on Fairy Forms - SHOE FORM Co., INC., Auburn, N. Y. - 
made from Fairylite* Plastic—a product of SHOE s In Canada: UNITED LAST CO., LTD., Montreal - 
i : f° . fe ‘ — , . ; 
FORM CO., INC., manufacturer of the most complete 8 Please send catalog on: [] Shoe Forms [] Hosiery Forms [] Embossing - 
line of hosiery forms in the world. : Service ' 
5 
Foreign Inquiries — Please supply specific informa- - Firm : 
aac ‘ 
tion regarding your type of business. Signed Street : 
. . S. Pat. Off. ' 
Reg. l Pat. Off - City Zone State D9 48 
lam maeeeSSeeeseeeeaeseeaesaeeeeeeseaneeuuaeuaeseeaseqend 
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Suggestive Selling 
Versus Imoulse 


Krom a recent issuc ot “Reflections” is 
sued by Reflector-Hardware Corporation, 
, hicago, comes the following 


lhere’s considerable room tor refinement 
in the tree and easy use of this word “im- 
pulse” in relation to tood displays and sell- 
ing. krom current use, newcomers to the 
business and others often yet the imMpres- 
sion that the aveTawpye food store shopper 
buys 50 per cent and more of her daily 
needs on an “impulse,” with practically no 


thought about it or planning about it at all. 


Webster defines impulse aS. a force 
communicated suddenly thrust, push 
all ot which indicates little thought 


cm the part of thre shopper or store owner, 
hut everyone knows there 1s no shrewder 
purchaser than the typical housewite, no one 
lower to part with an extra cent, and no 
likely to take more time making up 
mind than a housewife 
Where do these many, Many extra “im 
: purchases originate on these many 
hopping trips through the grocery store? 


lhe answer 1s trom “suggestive” selling dis 
pla Webster defines sugyestive as 
lo introduce indirectly toy thre mind or 
thought a hint, a prompting.” . Since it 
requires considerable effort and = time ta 
make up a tamily shopping list, many house 
resort to a sketchy listing of the im 
portant items needed to restock the pantry 
ond that she has tound at easier and 
mere time-saving to walt until her trip 
through the store to decide on the rest ob thr 
iter it need ‘ knowine bull well shi will 
eive many hundreds of reminders as she 
vall through the aisle 
Superticially, then, this may seem to boil 
MH to choosing merely be Iween two words, 
mi crediting extra sales to “impulse” buying 
Ol ugegestive selling, but a larger aspect 
Involved When merchandisers start 
thinking along the lines ot extra sales to be 
through “suggestive” displays, they 
’ using screntife methods tor getting 
Thieode ale than just “impulse ‘ Phe olle! 
recipes and suggestions tor pleasing the 
appetite, intormation on servings, new ways 
too WdS6 foods and food products, Tinie and 
labor saving ideas and methods for busy 
women, and scores of other known and 
Proven techniques which reach lar beyond 
the power of “impulse.” 


Display Students’ Work 
Seen In Exhibit 


( ulminatineg a vears mtensive class room 


work, the students of the departments ol 
interior decoration and design and also of 
window display of the Traphagen School 


ot Fashion, New York City, held an exhibit 
of ther work in the school’s auditorium 
the last two weeks of May 

lhe theme this year of the window dis 


play department emphasized the skillful use 
of summer draperies 
Lhe 
decidedly 

Island 
arttully 

with 
the 


in window display set 


tines, SCCTICS Were Mmavinatively 


varied: a urban penthouse ter 


race: a Lone garden scene. and a 


old Chinese 
\\ altet 


department. directed the 


living room combining 


ICCeSSOTIECS modern drapes 


Vail 


windows 


head oft 
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Allied Display Materials, Inc. 


65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


Kalmo Textiles, Inc. 
123 W. 44th St. JUdson 2-5185-6 


DISPLAY FABRICS, SATINS, SHEERS, 
AND MONKSCLOTH 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bois Smith Studios 
228 West 39th St. LA 4-4992 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 
MECHANICAL DISPLAYS 


Papier Mache, Industrial Exhibits and Dioramas 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 


Original Creations for Better Displays 


Meiropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St., New York OR 5-1280 





L. J. Charrot Co. 
36 West 37th St. 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


WI 7-1687 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — “It's a Natural” 





SColonial Decorative Display Co., Inc. 
470 West 40th St. 


WI 7-0230 
, ARTIFICIAL FLOWERS 


“Decorative Display Units, Novelties and Decorations 





Thomas Pace Co., Inc. 
506 West Broadway GR 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 


Sell to Jobbers Only 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 


Louis Schneider Corp. 


6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


Ben Walters, Inc. 
56 Seventh Ave. AL 5-2308 
DIP IT! DRAPE IT! 
SHAPE IT! CAST IT! 


See it demonstrated 


. 
*Trade mark of 
Celastic Corp. 





Frankel Associates, Inc. 
56 W. 45th St. MU 7-3434 
DISPLAY FABRICS & ACCESSORIES 


127 N. Dearborn St., Chicago; 
424 Book Bldg., Detroit; 819 Santee St., Los Angeles 


D. G. Williams, Inc. 
498 Seventh Ave. 


MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 


LA 4-4069 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


Fashion Museum 
TR 3-9103 


The World-Famous 
16 West 77th Street 
CHARLES LEDERMAN, HISTORIAN 


Can Furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 








David Hamberger, Inc. 
115 West 31st St. PE 6-0464 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 





Backgrounds, Novelties 





promotion. Ask for information. Recommended by 
N. R. DO. G. A, 
Nathan Zucker ee Ren 
45 West 38th St Go Att PURPOSES 
est Ln ond COLORED \- 
WI 7-2653 a  ™ 


FEATHERS — ARTIFICIAL FLOWERS 


Samples on request 


It's Always MARKET WEEK in New York 
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THERES ALWAYS A GREAT 


Other gems scintillate 
and shimmer. but only dale 
diamond FLASHES FIRE. In New 
York, jewels of the display world are 
yours for the asking, created by the country s 
foremost display producers of original properties and 
folol ott itelal ct Men soe aale] 4- your displays terrific traffic stopper: 


Do your display shopping in fabulous Manhattan. 


IT$ ALWAYS MARKET WEEK... IN 


NEW YORK / 





to visit us in 


BOOTHS -81-82-83 
during Market Week 
at the 


CONRAD HILTON 
Hotel in Chicago 


JUNE 27: to JULY Ist 


Friendly faces from all Maharam 
branches will be there to make 
you feel at home while 
showing you the largest and 
most exciting array of display 
fabrics, trimmings and novelties. 


“The House of Service” 


NEW YORK: 130 West 46th Street 
CHICAGO: 115 So. Wabash (Wurlitzer Bidg.) 
ST. LOUIS: Century Building, 313 WN. 9th $F. 
LOS ANGELES: 1113 Se. Los Angeles Street 


| journey. 








Quintrell Wins Award 
In Lentheric Contest 

First prize of $100 in the department store 
group of the Lentheric “Red Lilac” display 
contest has been awarded to Everett Ouirt 
trell, Elder & Dayton 
Second Robinson 
(Company, third to 
Me ( reery S, 


Johnston Company, 
went to J. W. 


and 


place 
Los Angeles, 
New York City 





Chicago Displaymen 
Visit Darling Plant 

A trip to the Se .* 
plant in Bronson, Mich., was made June 5 by 
members of the Chicago Display Club; it 
had been scheduled for an earlier date but 
Was postponed so that more could make the 
Luncheon at the plant was _ fol- 
lowed by a tour of the mannequin and fix- 
ture firm. After this the visitors were 
guests at the Bronson Country Club tor 
several hours before leaving for Chicago. 


Darling Company's 


Ideas For Floats 
In New Catalogue 

A handsome new catalogue _ has 
issued by Gasthoff’s Mfg. Company, Inc., 
316 South Rome avenue, Tampa 1, and 
will be sent on request. It lists all types 
of material for float decoration, in addition 
to showing numerous ideas for complete 
floats of all kinds. 


been 


COMING up! 

Father’s Day June 21 
National Swim for Health Week June 21-27 
National Association of Display 

Industries Market Week June 27-July 1 
Independence Day ..July 4 
National Farm Safety Week July 19-25 
National Aviation Day August 19 
Labor Day September 7 
National Tie Week euptamnber 7-14 





TRADE © PERSONALITIES No 122 by Lif per 





| 


PRESIDENT 





ORN IN PHILADELPHIA IN 1916, LEE PARTICIPATED in VARIOUS 
SPORTS WHILE IN SCHOOL AND | 


BALTIMORE DISPLAY INDUSTRIES , 


| ) 


CAPTAINED THE VARSITY 
= TEAM. 


weg 17, HE ae. DISP 

WITH ARROW DECORATING A 
FIXTURE COMPANY, IN 1941 HE 
ENTERED THE ARMY AND SAW 
OVERSEAS DUTY. AFTEA HIS 

| DISCHARGE, HE BECAME MANAGER 
OF THE BALTIMORE BRANCH OF 
AAROW., 

IN 1946 HE FORMED HIS 
OWN FIAM, SINCE REORGANIZING 
AND EXPANDING TWICE BY ABSORB- 
ING HANOVER DISPLAYS ANO | 
WILLIAMS FIXTURE CORPORATION. 

LEE 1S MARRIED TO A 
LOVELY BALTIMORE BELLE AND 
HAS TWO FINE YOUNG SONS. 

HIS CHIEF HOBBY IS GOLF, 
WHICH WE SHOOTS IN THE 80'S. 


gg ITS THAT DiSPtay 
~ — PRECISION / 





BALTIMORE 








DISPLAY WORLD 





nemething wow omd. 


exerting to dnamalase 
wudew amd wlohe did 





8 Dia. Sertics 


F/IN/SHED GOLD AND WHI TE 


110] POWER. AVE. CLEVE.,OHIO 


JUNE, 1953 





& 
= - YOU'LL MAKE IT A BRIGHT CHRISTMAS WITH... 
a be =i 


LES available either: 


¥% with imbedded GE No. 46, 2000-hour 
bulbs (known popularly as “BEE” or “BUG” 
lights) for use in 20-light transformer sets, 
or the 20-light sets that require no trans- 
former, and blinker sets... or 


% without bulb—but with clip for use on 
standard Christmas tree lights, series of 8, 
miniature or candelabra base lamp. 





GLITTER LITES EQUIPPED WITH GE 2000 HOUR BULB 


Seeemctteaottiaete oe 


STARS 


Pm en rem cm 


SNOWFLAK 














GLITTER LITES WITH CLIP ON FOR MINIATURE 
AND CANDELABRA BASE BULBS ‘ 





pm 
SNOWFLAKES 








Patent Pending 


BEADED CRYSTAL STARS 
AND SNOWFLAKES WITH 
THE SPARKLING BRILLIANCE 
OF SUN-STRUCK ICICLES 


SEE YOUR 
NEAREST DEALER 
OR ORDER 
DIRECT 


Ag WW alters imc. 156 SEVENTH AVE.. NEW YORK 11 N.Y. 


Algonquin 5-2308 


DISPLAY WORLD 








the talk of 


COLLOID TREATED FABRIC 






sold with an 


COLLOID TREATED FABRIC 
















the fantastic plastic can be draped, 
moulded, shaped to achieve any de- 
sired effect for display purposes — 
more efficiently, more dramatically, 
more economically. 


has proven conclusively the saving 
of as much as 75% in production 
time. 


dries in 30 minutes —is weather- 
proof and perfect for outdoors... 
lightweight, yet unbreakable. 


COLLOID TREATED FABRIC 






* TRIAL OFFER OF: 


| yd. thinweight Celastic 

| yd. medium weight Celastic 
| yd. heavyweight Celastic 

| gal. Celastic softner 

| qt. Parting agent 

o” 10 sheets tinfoil 


COLLOID TREATED FABRIC TOTAL COST ——» $13.77 








b.. Utter: imC¢. 156 SEVENTH AVE., NEW YORK CITY 1, N.Y. 










































































































































































































*During Market Week 
June 27th to July Ist 



































DECORATIVE PLANT CORP. 
136 WEST 24th STREET, NEW YORK II, N. Y. 






































| Sign, Displaymen Mobilize 
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For Annual Drive 

Sam Langener, La Salle Neon Sign Cor- 
poration, and Reuben Pearl of Pearl Neon 
Company, will head the Sign Division and 
Murray Goldsmith of M. Goldsmith & Co. 
will direct the activities of the Display D1- 
vision in the 1953 drive of the United 
Jewish Appeal of Greater New York, it 1s 
announced by Jack D. Weiler, a general 
chairman ot UJA. 

It was also announced that the honorary 
chairmen include Jacob Starr of Artkratt- 
Strauss Sign Corporation for the sign con- 
tingent, and Rubner of the firm 
of that name, and Joseph Maharam, Ma- 
haram Fabric Corporation, tor the display 
men. 


(;ustave 


For the Sign Division the tollowing 
associate chairmen have been announced: 
Morris Cassin, White Way Neon Service, 
Inc.; Max Fine, Max Fine Signs; Altred 
(graze, Artkratt-Strauss, and [manuel 
Schneider, Universal Electric Sign Com 
pany. 

Associate chairmen in the Display Divi 


sion are Julian Hirschfeld, A. S. Beck Shoe 
Corporation ; 
Displays, 
Shoes. 


Supreme 


National 


(,orelick, 
Markowitz. 


Leonard 
and Abe 
The display division, divided into the his 
torically diversified functions of the various 
segments of the industry, has the following 
chairmen; Display Fabrics 
Maharam Fabric Corpora- 
\lvin Brown and Arthur 
Displays Joseph 
Shenker, Shenker Dis 


Joseph Grossman, 


serving 
Max Maharam, 


tion; Background 


as 


(Cohen; Decorative 
Shenker and Sidney 
plays; Silk Screen 
Masta Displays: 
kelstein, Best Display Forms, Inc., 


Hyman Fin 
and Sid 


ney Messer, Display Equipment Corporation 


Mannequins 


Supplies Benjamin Labov, Union Ink 
(Company, Inc.; Exposition Leslie Levi. 
Ivel Corporation; Display Directors—Henry 
Miller, Wilbur-Rogers, and M. J. Nedz 
bala, G. R. Kinney Company, Inc.; Display 
Fixtures—Herman Goldsmith, M. Goldsmith 
(company, Inc. and George Messer, Display 
fk quipment Corporation; Hangers Leon 
Levin, Hardwood Hangers; Union—Ben IL. 


Berman, Window Trimmers & Displaymen’s 


Union; Joseph Abels, Sign Pictorial Display 
Union, and Herman Silverman, Display 
kixture Workers Union. 







Pratt Is Transferred 
To Youngstown Store 

karl Pratt, formerly in charge of display 
at the Warren, Ohio, store of 
Hirshberg, has been transferred to the par- 
ent 


Strouss- 


at Youngstown to fill the display 
managers position lett vacant by the recent 
death of Morris Black. 


Replacing in 


store 


him Warren (harles 


1s 


l-owler, who had been first assistant at the 
Youngstown store. 
New Store Appoints 
Daniel Coffey 

Gaytime Shops, Inc.. to open in New 
York City soon, has appointed Daniel 


Coffey as display manager. He was formerly) 
with Arnold Constable & Co., and in charge 


of display tor Lane Bryant, Brooklyn. 
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AT LAST! The most functional, versatile display set yet pro- 
duced! For mannequin platforms . . . ensemble tables .. . 
backgrounds . . . suspension displays . . . ceiling grids .. . 


DOZENS OF DIFFERENT USES! Pictured here are just a few 
of the combinations possible with the 18-piece set. 














Trim-grid package contains: 
® three grids: 38” x 13”; 30” x 13”; and 22” x 13” 
- hardwood, natural finish oak or maple) 
® legs: four 18”; four 13”; and four 8” 
(may be had in natural wood finish or in black) 
® adapters: two 5”; one 10” 


= » Pat Pendin 
The same fine-furniture finish, precision balance eee 


and detail which made the Trim-rite Displayers an 
overnight sensation, characterizes the new Trim 
grid set 





























Contact your Trim-rite 
dealer A or write us 
direct. 





PRODUCT OF 


TRIM-RITE DISPLAY CORPORATION $28 NORTH WINTH ST. SAN JOSE, CALIFORNIA 
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FLUORESCENT 





SQUARES 


Now you can put new flair and spark 
into your displays and backgrounds 
with these new ' liquid-fire crayons . 
The perfect answer to the busy dis- 
play man and artist— who wants 
forceful and dramatic results! 


EASY TO USE 
These big 1” x 1 x 3” square sturdy 
sticks are soft and blend freely on 
paper, wood or fabric. 


THEY REALLY SING OUT! 
Use with black or blue light for more 
arresting effects ...Remarkable bril- 
liance in ordinary day or artificial 
light too! 


ASK YOUR DEALER FOR 
DEMONSTRATION OR WRITE FOR 
ILLUSTRATED FOLDER. Dept. DW-11 


THE AMERICAN CRAYON COMPANY 
SANDUSKY OHIO NEW YORK 


BARKSKIN 


52” by 25 feet long — per roll, $8.50 
EXCELLENT FOR ALL BARK EFFECTS 
Write for samples 
REINERMANN FIXTURE COMPANY 
343-345 W. 4th Street, Cincinnati 2, Ohio 




















USE THE 


Opportunity Exchange 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$4.00 Per Column Inch — CASH WITH ORDER 
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Spectacular Exhibit 
Shows Equipment In Use 


\ spectacular new type of exhibit) was 
built by The National Supply Company. 
Pittsburgh, tor the International Petroleum 
exposition held May 14-23 at Tulsa 


Desiened by Henry Drevituss. 


One (>! 


\mericas foremost industrial designers, it 
occupied National Supply's) entire exhibit 
space, an area of more than 10,000) square 


teet, and included an unusual observation 
deck to enable visitors to see the machinery 
and equipment trom above 

Phas obs rvation deck Was deemed SO dis 
tinetive in its that it 
a new name, “Roto- 
Shaped like a giant wheel, it sur 
rounded the base ot a 140-toot drilling mast, 
the first of a new series of heavy duty drill- 
Moore Cor- 


Located high above the main ex- 


design and = tunction 
required the coming oT 


rama.” 


ig masts developed by Lee C, 
poration. 
hibit floor, it afforded a derrick’s-eve view 
ot National Supply's machinery and equip- 
ment im action 
air- 
conditioned and had chairs and lounges tor 
the comiort of visitors. It was reached by 
a ramp at one side, and at the 
exhibit. 
Hoor 
intering the exhibit 
the visitor tound 


(;lass-enclosed, the “Rotorama’™’ was 


rear of the 
A stairway led back to the exhibit 


floor at the center, 
drilling rigs 

A 200-toot 
hole was spudded in under the mast to per- 
mit a simulation ot 


eight new 
grouped under the “Rotorama.” 
actual drilling and 
hoisting operations 

\ “Court of Flags” 
background tor the 
National Supply flags, 
helds 


Tapco? 


provided a colorful 
exhibit. Twenty-one 
with blue and vellow 
were at the 
Tall 


were 


alternating, tops of 50- 
Hagpoles. 


Blue’ 


vellow 

in “National 

poles 
The 


vated 


canvas panels 


laced to these 
design and_=  ele- 
location ot the “Rotorama”™ created a 


“picture window” 


number ot unusual engineering problems 
The building gave the appearance of being 
aiborne and, except tor floor and 
wes all glass. It was built with the thought 
of offering the maximum in visibility to the 
equipment in operation on the exhibit floor. 


the Tulsa architectural McCune 


root, 


firm ot 


& McCune collaborated with Henry Drey- 
designing the building. Kred H 
Severud was the consulting engineer. 


fuss in 


MANHATTAN REPORTING 


[Continued from page 41] 


with brass-trimmed mahogany shelves beat 
ing rows of potted red geramiums and in 
seedlings. The 
was wtih pastel 
(silded kegs placed on the whit 
Hoor props 


sidewall 
flower 


cluding boxes ot 
to the left 


pamtings 


hung 


eravel covered made display 
shoes 


had 
deemed 


for showing madras shirts and play 
Ir the 
ittained thi 


geranium which 


leet 


1a] eoround a 


height of 5 was 


worthy of planting in a brass-rimmed mia 
hoganyv tub In addition to lending a deco 
rative note, an ornate white wrought-iron 
hench with marble top showed a grouping 
()] slacks, Caps, shoes, sport shirts and 
sweaters \dditional selections were shown 
on two evarden chairs and. on the tront 
ledge 

\ third garden interpretation appeared 


at Bloomingdale’s when Display Director 
kdward von Castleberg presented a dis 
tinguished set of fashion accessory windows 
with the legend, “Shades ot 

Blooming, Flourishing!" 

Highlighting the 


acessories was effectively developed through 


Summer 


coordinated groups 0! 


bringing the animated display set immedi 
ately to the 
This 
high board tence, painted white and enter 
treated to 


foreground ot each window 


was created through the use ot a 


taining ly carry out the garden 
motit. 

lor the beige and wheat tones the fence 
painted with an espaliered tree = in 
brown, with natural linen and natural straw 
bags, beige gloves and shell beads attached 
to the branches. A white abstract 
with a natural hat peered over the 
fence and the whimsy was furthered by 
the use of white rakes and white shovels 
adapted as display props, along with garden- 
ing tools and clay flower-pots which were 
also painted white. The flower pots were 
supports for the low white shelt. 
Throughout the series of six windows the 


art work on the white board fence included 


Was 


head 


straw 


used as 


such atmospheric symbols as ants, bees, 
snails, butterflies, beetles, and birds. Yellow, 
pink, red-white-and-blue, black white 
—also turquoise to blue—made up _ the 
color categories in the adjoining windows. 

The composition of McCutcheon’s window 
(showing draped lengths of “Cloque Or 
gandy’ tor fashioning into the summer 
wardrobe) could well be defined as 
light and airy. 

Oftf-center of the set, which is not pictured, 
Display Director Robert Browning posed a 
modern version of a native figure executed 
of rattan and in traditional manner bal- 
ancing a large basket filled to overflowing 
with the organdies — pink, green, lavender, 
black, and white. The basket was made 
of a combination of rattan and bamboo and 
was turther ornamented with flower sprays 
or single blossoms, all in white. The figure 
had a nice feeling of rhythmic movement 
and was posed on a white brick floor, with 
the backwall in sea-green. The summer 
atmosphere was turthered by corner pieces 


and 


Con »|. 


of bamboo suggesting a frame. 
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FRANK DALE STANDS BEHIND EVERY BABY HE MAKES ....... 


AND...HE MAKES BABIES THAT 
SELL MERCHANDISE 














His babies appear in store windows and in 
mass store displays . . . across the nation. 


Action 


BABY IN BASKET. . . This little fellow lies on his 
back in a basket, waves his arms and kicks his legs 
in a most life-like manner. His head raises and 
lowers and turns to the left. Completely garbed in 
what the "well dressed baby" is wearing, he's the 
image of a healthy, contented baby. Life size one 
year old baby. Shipping weight in itinerant case 
approximately 80 Ibs. 


WRITE TODAY for detailed literature on this and other 





animated figures for rental or outright sale. 








MECHANICAL MAN. INC. «<« 82 VANDERBILT AVENUE ° NEW YORK CITY 











EVERYTHING FOR CHRISTMAS 


Yes, every one ot your Christmas display needs can be filled and filled 
economically and well — at OLTMANNS. Whether you are looking for distine 
tive post units, special set pieces, window or interior props, or a complete store 
decorating job, OL T MANNS’ superb line tor Christmas, 1953, has the answer. 

lor nearly 30 years we have served the displaymen of America with outstand 
Ing creations in decoratives, tohage, and set pieces. There must be a eood reason 
why our customers return year after year. We teel that the reason is simple 
top designing, quality products, reasonable prices, and the best service it 1s possible 
to render. 


See representative examples from this truly fine line in 


ROOM 505-A 


CONRAD HILTON HOTEL, CHICAGO 
NADI MARKET WEEK, JUNE 27-JULY | 





OLTMANNS 


1405 DOUGLAS ST. OMAHA 2, NEB. 
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1953 








“he Vatior 5 Spotlight 


‘si on 


Peg-O.Bloch 


The simple answer to any and every display problem . . . sold in a kit of six blocks, 
54 assorted pegs, and two bases. There is absolutely no item of merchandise it 
does not display to perfection. Display men — window trimmers — stores all over 
the nation are completely amazed at this magical block display. How one assembly 
kit makes hundreds of different unique designs, with just two blocks, three blocks, or 
the whole kit of six blocks, so simple to assemble, yet making every unit undeniably 
professional. Made expertly of finest quality limed oak by custom manufacturers. 
The idea the display world has been waiting for. This complete PEG-O-BLOCK kit 
Only $45.00. 
Jobber Inquiries Invited 


S & S DISPLAYS, INC. 


MAIN OFFICE — 11642 LORAIN AVENUE, CLEVELAND 14, OHIO e TELEPHONE: Cl 1-5868 
New Ideas of Custom Designs for Display 








REVERENT THEMES too, that this happy custom of every home 
FOR CHRISTMAS s something protound, tor “A Christmas 
tree is a tree of lgeht and Inte . Christ 

[Continued from page 35 is the light ot the world. You lght his 
tree on Christmas Eve to welcome his 


and teen-avers outomn thre STOW 11) they sky 
‘? 


comme amone vou vou he brings a 


Suit lt meant something, Too, with thie cx 
planation, “Carol the Gaood News ot Christ’ 


birth Your oldest carols were roviu 


share ot Gsod’s lite. vibrant and external. 
Your evergreen is a svmbol of this vitality.” 
lhe tine toods department was delighted 


when we devoted a whole window to. the 


if hearth Vou ThOwWw bear thre 1 1 1 } 1 
hnristma ruit Cake respiendentiv cen 
with thre AnLets VOou simy 


announcing the birth of Christ: trom 


- tered qT) al mahogany sideboard They 
te (sod j 1 ‘ ‘ ‘ 
learned SOMC LING Lhucmseives When they 
] sel ss 
interest what could top a read Your truit cake is a food of deep 
’ ' ' ' 
(Lispiad\ at tf Whole barmaid trimming thre religious SIvnihicance be cyy venerations it 
Christmas tree in their beautitully furnished has included all the good fruits. grains and 
living room We made it realisti night even meats ot the harvest hese ingre- 


down to the broken ornaments. We showed, — dients were united to give thanks to (god tor 
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the blessings of the year, crowned by the 
Birth of Christ.” 

Since we were showing all the material 
things of Christmas in relation to Him, it 
was only right that we give one window 
wholly to the Christ Child — lying on the 
straw in as beautiful a setting as we could 
make. This was our keynote window, g1\ 
ing meaning and purpose to all the others 
and we meant it when we said, “Pause a 
moment and give thanks.” 

To help people see how they could do just 
this in their homes, we had another window 
showing a family with the children around 
their family creche. We suggested that 
others follow suit to “Pray at Your Christ- 
mas Crib... . to see Christ in the mange! 
is more than a memory. You see Him and 
know He lives today as the God-with-us, 
kemmanuel.” 

The family in another window was open- 
ing their Christmas gifts by a sign reading, 
“Christmas is the birthday of Christ 
a birthday is a day of gift-giving — give 
his gift to your neighbor or to the poor. 
What you do to them, Christ says, I count 
as done to me.” 

Another window showed the family on the 
way to church and we said, “Go to Church 
on Christmas Day — Christmas is the birth- 
day of Christ. The angels and shepherds 
paid homage to Christ on the day of His 
birth . . . we can do the same by going to 
church in honor of this memorable day.” 

All of this was getting pretty deep tor a 
department store display, but our customers 
have indicated that they were grateful that 
we had gone to the heart of the meaning ot 
Christmas. 

We were not alone in this venture. Be- 
cause of the efforts of the “Christ in Christ 
mas” committee, practically all of the large 
Cincinnati stores did something along these 
lines. In every case the effect was striking 
and. beautiftul—a fitting tribute to Christmas 
and a dignified promotion for store and 
merchandise. 


L. E. Hier, 60, Dies; 
Operated Display Firm 

Leslie Ke. Hier, operator ot s oe Hier 
Display Equipment Company, Inc., Min 
neapolis, died recently in that city; he was 
60 years old. 

Well known as a display tactor, Hier 
started in this field in 1914 as a fixture boy 
at Mannheimer Brothers, St. Paul, and later 
joined the company now known as Maurice 
LL. Rothschild. Later he went with Brown- 
ing, King & Co., St. Paul, and was with 
that firm until World War I. After over 
SCaSs service with the armed forces he re 
turned to become a salesman for Northern 
fixture Company, Minneapolis, but in 1921 
he started his own firm under the name of 
lwin City Decorating Supply Company 
He gave this up to become a salesman for 
Palmenberg Fixture Company, New York 
City, and when this firm went out of bus: 
ness he became a member ot Smiley & Hier, 
( hicago He started the Minneapolis com 
pany in 1935 

He was a past-commander of Downtown 
\merican Legion Post and a member of 
the board, Minnesota Apparel Industries 
Surviving are the widow, Myrtle; a son, a 
brother, and three sisters. 
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Displaymen To Meet 
During Market Week 


\s usual, a number of store display groups 
have planned meetings to be held during 
the Display Market Week, which will be 
held this vear in Chicago June 27-July 1. 

Alhied Stores Corporation will hold ad 
20-July 1, at the 
Conrad Hilton hotel. Cavendish Trading 
Corporation displaymen will meet June 27 at 


thre day session June 


the Palmer House. Display managers from 
the Frederick Atkins group will meet. the 


afternoon otf June 29 


Fabric Sell Seleation 
Aided By Fixtures 


Quickly assembled fixtures with new 
adaptations for self-selection in fabric de 
partments are being produced by Daines 
Mtg. Company, according to the firm’s East 
ern sales representative, Michael Mordkin, 
head of Result Displays, Inc., New York 
City. Expansion or contraction of cross 
rods is provided by push-button adjustment, 
permitting fabric bolts from 42 to 58 inches 
to be displayed as required. The complete 
units are easily moved from spot to spot. 


Change Display Set-Up 
At National Sawdust 

National Display Materials Company 1s 
the name of the new division ot National 
Sawdust Company, Inc., at 69 North Sixth 
street, Brooklyn 11. It is under the di- 
rection of Gerry Kurtz, who has also created 
a new visual merchandiser called the “Dis- 
plav-a-Vision.” The firm manutactures, 
creates, and imports a complete line for dis- 
playmen. A 1953-54 catalogue tor all sea 
sons 1s now being prepared and should be 
ready for distribution in approximately one 
month. 


Detwiler Resigns Job 
With Altoona Store 


John J. Detwiler has resigned his position 
as display and advertising manager tor 
Brett's, Inc., Altoona, Pa. He is vacationing 
in Spring Lake, Mich., during the summer 
and expects to return to display in the tall. 
At Brett's, F. Stevens has taken over the 
display department and Howard Brett 1s 
handling the advertising. 
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Jeh*are (on bb lod More) eed elec at-reye) 
the Swivelite line for 
ofora=pon moles ehebere! 

proves superior to all 
similar units in 
flexibility, in adaptability, 
in styling, in finish. 

And Swivelites have 
joxes-s beh comm obetel=) cacelblere 
positioning... ventilated 
/eorere t-B ie) mona levelet-a¢ 
bulb life. Write us 


today for full information. 


AMPLEX 





AMPLEX CORPORATION, DEPT. B-6, 111 WATER ST., BROOKLYN 1, N. Y. 
See us at the NADI June MARKET WEEK, Conrad Hilton Hotel, Booth No. 63 
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Easy-To-Use 
Super-Spotlights 


BRIGHTEST VALUES — 
in display lighting! 










J 
Long life, sturdy con- i 
struction, oll coor] 






brilliance—all com- 


bined in GoldE Spot- 





lights of the most 
modern design. . 


GoldE features for more lighting value: 
Brilliant, ring-free light—instant beam con- 
trol, flood to spot in o moment—positive | 
lock-tilt—heavy, non-tip base—non-tarn- | 
ishing reflector—chrome heat gvard—_— 
4%" Pyrex-Type Fresnel lens—extra 
length asbestos cord. 
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FOR COLOR 
IN MOTION 
GoldE 
ROTOCHROME 
500 WATTS | 
Six beautiful flowing col- 





ors for attractive display. 
Dependoble, long-life 
motor. Compact. Just. 


plug in—like an electric, 
clock. : 






Price (less lamp) 


$2975 | 





















ALWAYS COOL 
GoldE 

1000 WATT 
BLOWER COOLED 
BANTAM 
SUPER SPOT 
Price (less lamp) 


$3100 








ECONOMY 
GoldE 

500 WATT 
BANTAM 
SUPER SPOT 
Price (less lamp) 


$1900 














in Light Projection 


4868 N. CLARK STREET 
CHICAGO 40, ILL. 













» A Professor Views Display 


By HARRY A. LIPSON,* 





Assistant Professor of Marketing, School of Commerce and Business Administration, 
University of Alabama 


Na very broad sales promotion 
embraces all activities and devices that, 
directly or indirectly, are designed to 

create good will for the and to sell 

more merchandise. Accordingly, there is a 

sales promotion phase to essentially every 

part of the operation from buying, pricing, 
and credit practices to layout, dis- 
play, equipment and store environment. 

A more commonly expressed view, how- 


Sense, 


store 


store 


ever, 1s that sales promotion concerns only 
those activities and devices whose primary 
task that of inviting, persuading, and 
otherwise encouraging and stimulating bus1- 
Included here are the major forces 
of advertising, display, and personal sales- 


is 
Hess. 


manship, and such associated activities as 
fashion show, special sale, educational pro 
grams, contests, and premium plans. 

The major forces of personal salesman- 
ship, advertising, and display obviously have 
been carefully coordinated in any compre- 
hensive program. The interesting question 
is whether the primary emphasis has been 
should be on 
presentation of goods, 
In other words, in the recipe of sales pro- 


or personal or impersonal 


services, or ideas. 


motion what should be the amount of 
Address, Southern Display Association Confer 
ence, Birmingham 


each ingredient to be mixed into the pot? 

Let us look back over the development of 
the major retail institutions through the 
development of the peddler, general store, 
department store, single-line store, mail 
order house, multi-unit firms, hard goods 
distributors, house-to-house selling, auto- 
mobile distributors, road-side stores, vend- 
ing machines, super-markets, voluntary and 
cooperative chains, and shopping centers. 
It is easy to recognize that the earlier re- 
tail institutions primarily depended upon 
going to the customer, personal contact, and 
personal salesmanship. Transactions were 
handled in an extremely leisurely manner. 

As we shifted from production on order 
to making goods in advance of orders, the 
strengthening of advertising became essen- 
tial. Advertising through packaging, bill- 
boards. newspapers, magazines, direct mail, 
movies, radio, point-of-purchase, and _ tele- 
vision has increased tremendously in scope 
and importance. 


At the same time our economy has com- 


pletely reversed itself from one of relative 
scarcity to relative plenty. Only a_ few 
decades ago the housewife was taced with 


the chore of taking care of her home and 
family. Shopping was a form of recreation, 
relaxation, and release. During this period 
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WHITE PLANES .. REPRESENT 
UNITED MAINLINERS IN THE AIR. 


YELLOW PLANES... MAINLINERS 
ON THE GROUND AWAITING 
PASSENGERS . IN RESERVE. OR 
UNDERGOING DAILY 
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—This new window display for ticket offices of United Air Lines shows the traffic flow on the com- 
pany's 13,250-mile system at 5:29 p.m., CST. At that time on any given day United's planes are 
lifting more than 2,000 passengers and some 100,000 pounds of mail and cargo.. The display, 38 by 
48 inches, has a “Masonite” background, cast-plastic map, and clear plastic overlay on which 


planes are silk-screened. The figures are cast rubber. 


The unit was assembled by Firks Studios, 


Chicago— 
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these frisky little fellows.. *F 
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7517 Beverly Bivd. 
Los Angeles 36, Calif. 
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A full round, rubber 
cast papier-mai he 
finished figure can be 
specially moa Je f¢ f 
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Jinale comes tastef ly 
decorated in any 
number of variations 


. and positions 


mr. jingle in 
ring Market W eek 


TO}! 


. i | 
prices vary signhtiy. 
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CHRISTMAS 
PROMOTIONS 


Played Host to more than 
12,000,000 
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MT MINIATURE TRAINS draw huge crowds of children and their 
parents. The whole city will be talking about your MT display— 
Miniature Trains help build effective store publicity. 


PLANNED TO FIT YOUR SPACE 


Installations can be tailored to any shape and size. Tracks are 
flexible, fixtures can be skirted—an MT Miniature Train can be 
adapted to any floor plan. 






























A DISPLAY MANAGER'S DELIGHT 


Your own staff can center a truly creative Christmas Promotion 
around MT. There is no limit to your ingenious use of scenery 
and special effects with the versatile MT Miniature Train. 











This outstanding promotion requires no capital investment. Under 
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MT's unique lease agreement, WE furnish a complete train set-up ramen 
to your specifications, supervise installation and removal, protect Ms aa: 
acy you and your customers with comprehensive liability insurance Ps 
JT 4th and assume all responsibility for damage to train and equipment : 
¢ ag while in your possession. YOU furnish space, electricity, operat- TA 
aa ==) ing personnel and tie-in promotion. Miniature Train Co. and your + 4 
5 store share in the proceeds from ticket sales during the lease a, 
ie os 
te period. - 
oe = 
3: + 
= NEF 
‘ws Without obligating you in any way, we'll be — 
HY happy to send you a suggested track layout if 
= you give us a floor plan of the area in your store 
























where an MT Miniature Train could be set up. 








FREE illustrated Brochure showing MT Miniature 
Trains in department stores. Read how successful 
one can be in your store. Write today—direct te 
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MINIATURE TRAIN CO. 


RENSSELAER, INDIANA 
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| customers carried on their original contacts 











with many products. They came to know 
that they could rely upon some while they 
rejected others. Slowly, but surely, custo- 
were able to purchase selected items 
The transition the 


pedestrian shopper to the automobile shop 


mers 


faster and taster trom 


per turther outmoded much of the existing 
retail structure. 

Up to this time we have seen the con 
tinued reliance on personal salesmanship 
and advertising to move products trom the 
retailers shelves Many retailers utilized 
display as one of their primary methods ot 
sales promotion, but for vears display has 
been underrated 1m many stores. (;enerally, 


it still is given much less importance than 
it 
has been given by management to 
Has the 
effort, and mone \ heen turned to display by 


deserves Consider how much attention 


advertis 
ing same consideration, time. 
ianagement : 


In many of the newer stores display has 


hecome the most effective sales promotion 
force to be combined with advertising and 
personal ,selling. Display sells trom the 
merchandise itself, and it makes contact in 
the store where its message can stimulate 
immediate and definite customer reaction 


conversation with 
on this 
alloted per 


including 


The other day I had a 
a small community 
point He indicated 
centage of sales 
display. When he 
he could directly see from the dollars spent, 
he concluded it was important to 
spend the greatest percentage of his budget 
other advertising needs rather’ than 
display. Why should this retailer feel that 
display is of lesser importance than other 
forms of promotion? 

This retailer has the traditional type of 
“selling” store. He relies on his personal 
contact with the customer to make the sale. 
The size of his store is such that he 1s not 


retailer very 


he’s a 
advertising 
what 


for 
considered results 
more 


Tt iT 


concerned with the number of “walk-out” 
dollars, for few customers can move about 
in his store at one time. He figures if he 


can talk with them, he can sell them. He is 
cognizant of the fact that he can handle a 
small peak of traffic at any time, but he 
also recognizes that his store is not a traffic 
store. 


At the same time all of us are familiar 
with the development of the “distributor's 
outlet” concept. This is the idea that the 


manutacturer’s strong brand promotion has 
created such a demand for the product that 
the consumer will take it off the shelves 
upon sight. The proponents argue that little 
or no. selling necessary, but that the 
comprehensive advertising program down to 


1S 


and through point-of-purchase display sells 
goods instead of the store making the sale. 
The argument continues that the store only 


has to maintain an adequate supply of mer- 
chandise, and the customer will buy 
than he needs. 

With this type of thinking the entire lay- 
fixtures, and equipment ot the .-store 
display promotion tools 
Display becomes more than artistic handling 
of silent 
salesman which carries a major share ot the 
promotional burden. 

Stores 


more 


out, 
become primarily 


merchandise—it becomes the great 


must decide if they are going to 
be “selling” stores, with sufhcient clerks to 


handle their customers in peak periods, or 
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Stimulate customer appetite to buy with appealing dollar-pulling 
displays. Sgace- A&égee make this possible by affording the 
most complete line of quality display fixtures on the market today. 
This high quality is achieved by using the most advanced manv- 
facturing processes in fabricating the finest steel. Result: Precision 
display fixtures which will give years of selling service. 
feace- Ripe fit perfectly in all standard perforated 
panel board, including famous RHC Spaceboard—attractive sales 
companion to Sace- Rips. 
Invitation: Visit us at our plant during July Market Week. We'll 
be happy to show you the varied adaptations of SPACE-KLIPS and 
SPACEMASTER fixtures, and just how they contribute to a store's 
display decor. 


se For further details wat send us 0 por cor REFLECTOR-HARDWARE 
asking for your free copies of our latest 
equipment catalogs. They re filled with COR POR ATI ON 


new ideas in merchandising and display 


Write Dept. DW-6 Main Office & Factory: Western Ave. at 22nd Place, Chicago 8, Illinois 
New York Office & Showroom: Rm. 1107, 225 W. 34th St., New York 1, N_Y. 
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AUTOMATIC © PORTABLE 
DISPLAY LIGHTING 


1. Everytime you change your displays change 
your lights in a jiffy. Tork Timespots simply 
plug in — stand or hang. i 

2. Spot temporary displays and island show- 

cases out of reach of permanent lighting 

fixtures, 


Each Tork unit has an extra 
outlet for additional hook-ups 
= l from the same outlet. 







SIMPLY 
PLUG IN | 


No installation cost 


WHY 


a built-in timer? | 









1. Keep windows aglow after closing 
hours. The built-in timer turns on 
and off daily. Simple to set — with- 
out tools. 


2. Accent Lighting produces 
sales. So easy to arrange. , 
Saves time and labor. 
Keep display windows 
working more hours 


per day. 


TOR 
display lights 


Increase sales potential of 
windows and showcases by 
focusing more attention on 
more merchandise more 
hours per day. 


















Clip 
Coupon 
NOW 3 
Tork Clock Co. (Dept. F) Mt. Vernon, N. Y. 


Please send literature and prices on 
your complete line of Tork Timelights. 












































Name 

















Address 





























My dealer is 


TORK CLOCK CO., Mt. Vernon, N.Y. 
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“outlet” stores which display merchandise 
conveniently, have a visible price and sales 
copy, and offer speed of sale. 

Today we hear much about exposed sell- 
ing, simplified selling, quick service, self- 
service, self-selection, visible selling, and 
other terms indicative of the increasing 
importance of display. When the time 
arrives that all of us agree on a standard- 
ized version of the meaning of the above 
terms, it will mean that a greater under- 
standing of the function of display has been 
reached. 

All of the above terms are based upon 
impulse buying, 1.e., a decision made on the 
spot in the outlet where the customer sees 
the product displayed. Many surveys have 
indicated that one-third to two-thirds of 
all purchases made in stores are unplanned, 
in-store decisions. 

To accommodate this change in buying 
habits, many of the stores are now using 
one or more of the five types of merchandise 
presentation and degrees of customer serv- 


ice. These are complete sales service, pre- 
liminary selection, preliminary choice, self- 
decision, and complete self-service. The 


basic reason for moving through these de- 
grees ot personal to impersonal presentation 
lies in the inability of stores to handle 
large numbers of customers rapidly. 

Under the impersonal types of presenta- 
tion and limited customer service more 
transactions may be handled in a_ short 
time, more transactions may be handled per 
employe, and a smaller number ot “walk- 
out” dollars result. 

I would like to exaggerate by saying 
that some large stores lose more business 
by accident than they get on _ purpose. 
Customers who are unable to obtain the 
service they desire go to another store 
where they can obtain it. Customers who 
are unable to be taken care of in a busy 
period go to another store where they can 
select or choose or personally examine and/ 
or pay tor their purchase through more 
rapid means. 

It may well be that the continued trend 
of increasing dollar volume and decreasing 
profits may indicate that retailers can not 
make an either-or decision. It may be that 
the only decision will be a rearrangement 
of the display function. 

Last vear manufacturers had an estimated 
point-of-purchase expenditure of $700,000,- 
Oo) When this fact is combined with the 
estimate that 70 per cent of store sales 
occur in 30 per cent of the store hours it 
means that display has become a No. 1 
sales promotion tool. Either display will 
take an equal place with personal selling, 
or it may surpass it. Of course, some stores 
will utilize greater or lesser quantities of 
advertising and personal selling with dis- 
play. 

The drug store is an interesting example. 
According to a recent survey 71 per cent 
of all customers buy only one item — the 
one they came in for. The average sale 
can be increased through display or by 
trading-up and related selling on the part 
of the person at the cash register and wrap- 
ping counter. This person may well become 
the important retail salesperson of tomor- 
row. 

When the great majority of display equip- 
ment manufacturers indicate they are ready 
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PREMIER 


To Chicago—and the rest of the 


United States and Canada 
Designed and Directed by FRANK A. ROSEBROOK 
This is a Must for You to See! 


It gives us pleasure to extend an invitation to all that attend 
National Association of Display Industries Market Week 
Event, June 27 through July |, to visit this SPECTACULAR, 
CAPTIVATING CHRISTMAS PRESENTATION. 


This will be located in North Ball Room 
at the Conrad Hilton 


Don't miss this Outstanding Exhibit of Glamorous Displays 
and Illuminated Effects. 


Formo Displays - Burbank, California 
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SNO BLOCK 


REALISTIC SNOW TEXTURE 
FIREPROOF - LIGHTWEIGHT 


2 : 
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FRIGID TEXTURE 


Let Frostee Sno add the contrast to your merchan- 
dise. The patented ‘Freezy” surface will bring 
added eyes to all types of displayed articles, in 
windows and interiors. Ask your display Jobber 


to show you a sample of Frostee Sno Block. He 





can also supply you Frostee Sno Flakes, Fine Sno 


and Sno Chunks. 






European Producer by Special License 


FROSTEE SNO PRODUCTS ne cemPpany 


eens 
“Blikkfang” Torget 8, Oslo, Norway WARS IOAG., & QUAL DECORATIONS 
ANTIOCH, ILLINOIS 














to sell equipment and fixtures geared to enough when the physical structure of re- 
faster, more versatile selling, and when tailing was adequate for the needs of the 


manutlacturers are preparing point-of-sale consumer. f 
displays which are built to prove the values Store management must exercise care 1n 
of their merchandise it will be diffeult making the basic decision as to the precise 


tor displaymen not to be among the most use of merchandise display and. presenta- 
important personnel in any retail store tion under today’s conditions It is the 
Many persons have said the answer to the consumer tranchise which holds the power, 


] +} 


type of merchandise presentation lies m= the not the brand tranchise or the historical 


type ot goods, the value ot the goods, and position of the store 


the complexity of the goods handled. They Ihe only senstble way ot determining the 
say a quick perusal of the item will result) | proper tvpe and degree of merchandise pre 
mmnstih proper chores ot the merchandise sentation and Customer service 1s) on the 
presentation [hey say, only too ghibly, basis of tacts concerning the customers ot 
that a pair of setssors can be bought trom an individual. store We must recognize 
an open display while a womans dress that we must look at the individual cus- 
needs personal presentation to determine tomer tor an understanding of the change 
material, style, price, color, and fit. This in buying habits in order to see a pattern 
is the traditional answer. and it was good = ot behavior 
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We have heard much about the change in 
our economy from 1940 to 1950 and to date. 
The exciting economic statistics reveal our 
people are a book-reading, garden-tilling, 
sports-loving group who like music, and 
take time for hobbies. A great new national 
culture is developing. At the same time we 
learn that people shop more at night, tre- 
quently in family groups, and more and 
more rapidly. Stores have learned, to their 
pleasure or sorrow, that young married 
couples prefer modern to traditional things. 
Yet these examples are just fragments of 
the new desires, tastes, and living habits ot 
our nation 

Most important of all, consumers have 1n 
dicated a willingness to enjoy the benefits 


of our times: the new cultural develop 
ments, new physical vigor, and increased 
economic gains; the discovery of new antt- 


hiotics, the use of amazing synthetic fibres, 
the development of modern chemicals tor 
house and garden use all have been ac- 
cepted and enjoyed by the modern con- 
sumer. Rather than refuse to enjoy new 
products, rather than hide the use of new 
products as did their forefathers, the mod 
ern consumer proudly satisfies his hopes 
and dreams. 


Have stores accepted changing patterns 


of living and retailing as rapidly?’ Is your 
customer your competitor's potential custo- 
mer? In my opinion the answer les in the 


research about who, how, when, where, and 
what is bought in a given retail store. 

Only a small number of firms are now 
conducting research on the effectiveness of 
different forms of merchandise display. Is 
yours one of them? Do you study and re- 
cord results of experiments on the (1) 
sales rates for individual items, (2) proper 
item location and in-stock position, (3) 
pertinent selling points, (4) proper visible 
price sign techniques, (5) amount of sales 
help needed for normal and peak periods, 
(6) time required to check if item is in 
stock, wrap, write sales check and process 
sale, and (7) best method of merchandise 
exposure for customer examination and 
comparison ? 

This type of research leads to sound plan- 
ning of the proper place of display in a 
store. Only through fact-finding of this 
type will the answer be found. Where com- 
prehensive studies of this type have been 
made the store becomes geared to the custo 
mer’s buying habits of today. Results of 
the studies are then exploited to the greatest 
advantage by the store management. 

When displaymen break off with the tra- 
ditional concept of display, reorient think- 
ing based upon the results of their own re- 
search, the display function will fulfill its 
promise and display personnel will take 
their rightful place in the retail structure. 


Gassman's Appoints 
Bob Valentine 

Formerly with Crawford Department Stores, 
( licago, in charge of the display department, 
Bob Valentine is now with Gassman’s in the 


position of display manager. He 1s_ vice- 


president of the Chicago Display Club 

The Crawtord vacancy has been tilled by 
Joe Penna, who had been with Wieboldt 
Stores, Inc., as a display assistant. 
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St. Louis Guild 
Installs Officers 


New officers ot the St. Louis Display 
Gauild were installed at the club’s June 10th 
meeting at the Club Casino restaurant. 

Seen in the tront row, left to right, are, 
Al Sehrt, Manikin Service, first vice-presi 
dent; Louis F. Hoell, American Fixture & 
Mig. Company, president; Paul Kloeris, 


Union Electric Company of Missouri, 


treasurer. Back row, Robert Minard, Thos 
\\ (sarland, [ne., second = vice president; 
Harry Guest, Union Electric Company of 
Missourt, secretary; Marvin Powers. Nu 
Ikra Display Company, sergeant-at-arms 


dward Lamprich, Laclede Gas Company, 


was reelected chairman ot the board of di 
rectors. ()ther hoard members include 


Armand Raining, Boyd's, Inc.; Otto Lasche, 


Kline's, Inc.; Adrian Delsman, Famous-Barr 
Company; William Schrick, Scruggs-Van 


dervoort-Barney; Arthur McMahon, Glaser 


Drug Company; Joe Mercurio, Garrison 
Wagner Company; L. T. Vierheller, Garri 


son-Wagner Company; John Stoppenbrink, | 


Williams Shoe Company; Clarence Geiger, 
Famous-Barr Company: Carl Baum, free 
lance; Ted Hieman, Alton Box Board Com 
pany; Dale Crittendon, Boyd's, Inc., and 
Milton Kravitz, Nu-Era Display Company 


New Christmas Ribbon 
Introduced By Taffel 

Called “Silvertone,” a new Christmas 
gift-wrap ribbon has been brought out by 


laffel Brothers, Inc., 95 Madison avenue. | 


New York City 16. While traditional 


Christmas colors are retained—red, emerald, | 


royal, and white each is developed with 
strikingly different tones of sparkling 
silver. “Silvertone” comes in 50-yard bolts 
and various widths. 


Formo Displays Company 
Has New Decorations 

A new development has been made known 
by the Formo Displays Company, Burbank, 
Calit., in the design and production of giant 
size Christmas tree ornaments and special 
display units that mMncorporat special 1 
luminating _ effects (Called “Hollywood 
Fantasies,” the decorations are made oft 
fibre-glass and are said to be completels 
fireproot. They are lhght in weight, col 
lapse tor storing, and are resistant to rain, 
snow, and ice 
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thanks to the LUSTRA MAN,” 


{ says The Denver Dry Goods 











\ Company, Denver, Colo. 


Here's a copy of a letter recently received from Carmen 
R. Sutley, Display Manager: 


“I find that Lustra Spotlites give better accent lighting 
than other lamps that we have used...and, of course, 
better lighting is a big step toward better sales. In addi- 
tion, Lustra Spots burn longer and cut down our replace- 
ments. Our local Lustra Man is giving us highly satis- 
factory service.” 


Like thousands of other stores, you will find that your local 
Lustra Man is a lighting specialist... ready and able to 
quickly improve your accent lighting, increase sales and 
cut lighting costs with Lustra Spotlites and Floodlites. 


On top of that, your Lustra Man is thoroughly qualified 
to bring your general store lighting to maximum effective- 
ness, and to solve practically any special lighting prob- 
lem, with the complete quality line of Lustra Double Duty 
Lamps, Fluorescent Tubes and allied electrical products. 
Write us for literature giving the whole Lustra story. 
Lustra Corporation, Dept. N-6, 36 Washington Street, 
Brooklyn 1, N. Y. 








AMERICA’S DATED LAMPS 





DOUBLE DUTY REFLECTOR LAMPS, INCANDESCENT LAMPS, FLUORESCENT TUBES, SPOTLITES ANDO FLOODLITES. 
RUGGED DUTY LAMPS, FLUORESCENT FIXTURES AND STARTERS 
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here's o 
POWERFUL 


Fs A FAMILY AFFAIR 


f , , 
| -eubtente Sesquicentennial Theme 


Ri reater im act By STEJEE CANE 
g p | OREHOUSE-FASHION, Columbus, costumes. He found that in most cases the 
more sales (hie, List 7 thie theme “150 Ye aTs oT dress he) were TOO short for the mannequins 


Fashion” for an interesting window now in use, due to the fact that the Ameri- 
display in observance of Ohto’s sesquicen can female figure has changed a great deal 
use tennial celebration. The exhibit was. on in the last 150 years. lcarle solved this 


view for two weeks and attracted a great problem by using junior and teen age man- 


many viewers from the city and adjacent nequins. It was also necessary to use a 


® s 
changeable - - dimensional i_w~ yreat deal ot tissue paper to give the 
Don Earle, display director, encountered — skirts a bouffant look and foam rubber pul- 
various problems in working with the lows in various sizes were used as bustles 


* Trademark 


No other letters equal the beauty and dignity 
of Mitten’s Letters. They're buy-words all 
over America —economical, too—used over 
and over. And they're mighty handy in emer- 
gencies — life-savers for tight deadlines! 


Write for FREE samples, suggestions and catalog, 


Display Dept. 0-6 


MITTEN’S DISPLAY LETTERS 
2 West 46th Street New York 36. N. 7 


or Redlands 3, California 


DISPLAY 





BULKLEY, DUNTON & CO., Inc. Bulktou DISPLAY DIVISION 
Office and Converting Plant 9 Pennsylvania Ave CORRY, PENNA: 













































































































WRITE N. A.D. 1. MARKET WEEK 
“samen CONRAD cael pohnbon A HLL 
FOR 
Ye GC Bull North Ball Room 
? uiston | BOOTH 12: 
4 FLO 
Elevator , FREE 7 
Lobby al SAMPLE BOOK 
o ° "yd 
; : : WZ 
QO 
40 
QY oN RQ 9 o> 
YS 
See Many NEW 
ITEMS isc Bullstow’s EXHIBIT 
FALL and CHRISTMAS of the LARGEST and 
S COLORIONE MOST COMPLETE LINE 
= WAL FLEX a of DISPLAY PAPERS 
ane wan Gamens in U. S.A. 


AND MANY OTHER ITEMS 


) 
Co 721 Browder St., Dallas, Texas 








Known and Trusted For 25 Years For 


@ OUTSTANDING DESIGNS AND COLOR VALUES 
@ CRAFTSMANSHIP, UNEXCELLED 


CECIL ROCKNEY AUGIE MACALUSO 
JANET ROCKNEY JOHNNIE MACALUSO 


BOOTHS 14, 29, 30—MAIN EXHIBIT HALL 
June, 1953, NADI MARKET WEEK 
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where needed. The costumes required ex- 
You are cordially invited to attend the presentation of our all neu ceedingly caretul handling as they were very 
fragile. 


| To assure complete authenticity Earle 

@ did a great deal of research at the Ohio 

A Ana ruistmas State museum studying hair stvles and types 
of accessories worn during the various 


; ; ; a periods. Working with the curators of the 
Post units .. . window and ledge set pieces... artificial museum, he selected authentic turniture 
flowers and foliages for every Fall and Christmas need. pieces as background for each window. 


. . . ‘| | + COLICC 10 1] op SnO - 2 
See the newest coordinated theme ideas of foliages and | ection pie hown in the 1 


plants for better displays. 


High street windows were arranged in 
chronological order, honoring the presidents 


AND THE NEW trom Ohio and the first and current gov- 


ernors ot the state. The arcade windows 


JET-SPRAY DAY-GLO featured a colorful display of accessories 


. that were worn during the periods trom 
by Lawter Chemicals, Inc.* 1803-1953 


the fashions that were worn in 1803 when 


DURING NADI MARKET WEEK Ohio officially became a= state. Another 

e window depicted the period of 1869 when 

Room Tt Third Floor | General Grant was president. This was the 

| age of the well known bustle fashions when 

CONRAD HILTON HOTEL, CHICAGO women wore a great deal of padding that 


JUNE 27 - JULY 1 created an exaggerated silhouette around 


the hipline. 
by er era! Uisplay 4 nr 


Distr) . Charles Lederman, who made possible the 
This Symbol | Morehouse-Fashion exhibit, has been of- 

REMEMBER... assures you of Flowers-Foliage ficially recognized as a foremost tashion 
LOOK FOR UNSURPASSED Ciagata tele historian ot international reputation. His 

personal extensive collections are the most 

GENERAL DISPLAY CORP. QUALITY DISPLAY authentic in the world and have been called 


~ DESIGN rahel-E lel °n: Bale) a “truly unique” by the experts ot two 
cinnati 2.0 ) continents. 
VALUE nati 2, Ot 





Be sure to visit our exhibit . . . get lucky and : 
win one of our beautiful, valuable door prizes. Sherman's Display Headquarters 


Moved To New York 

The display headquarters of Sherman 
Products Corporation has been moved trom 
the home office at Newton Upper Falls, 


y AN ao Di p Mass., to Sherman’s New York City office at 
AY SPA E, 220 East 42nd street, it is announced by 

Kk. W. Pitt, Sherman’s vice-president and 

TIME and DESIGN general manager. This move has been 

made to tacilitate an even closer laison 


with with the sales offices of national advertisers, 
| so many of which are located in New York 
DECA-POLES (Pat. Pending) | City. 

In the NEW Fibreboard Module Deca-pole | Jack FE. Campbell, product manager of 


In the Unmatched Steel Deca-pole | this division, will transfer to New York and 
manage the display division from his new 


MODU-AIRES | headquarters. Manufacturing and shipping 


Interchangeable frames, panels, shelves and legs! | will continue to be done in Newton Upper 


| Falls and Chicago. 
SELF-PAK EXHIBITS . | ices E. Tobecksen, sales representa- 
In Special Designs just for Your Needs. . | tive who formerly covered this atea, has 
No Storage problem, No time-consuming unpacking | been transterred to Sherman's Los Angeles 
and re-packing. The Ideal Exhibit. operations as sales promotion manager 
m —" " " The operation became effective June 1. 
Lithographed Displays . . . Individual Displays . . . Exhibits | In addition to servicing all New York a 
itinerant Units ... Motion Displays ... Point of Purchase Units | counts, Campbell will be happy to see any 


| out-of-town customers who are in New York 
all products of | City. 


ADVERTISERS DISPLAYS & EXHIBITS INC. | Copscity Convention Exhibit 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. | | For Screen Processors 
Phe 1953 Screen Process Printing Asso- 
| clation world convention to be held at the 
Hotel Statler in New York City November 
USE THE | 1-4 will be the scene of a capacity exhibit 


Order Your “‘Naturalike’’ Grass Mats OPPORTUNITY EXCHANGE | of equipment and material. 


and TUFF-TURF ¢eprinklings from your display jobber | as i 70 weg ; ae ae ren 
today —- NOW! “NATURALIKE” are the finest GRASS For any WANT AD purpose: | Over 70 per cent of the exhibit: spa c 


MATS vou can buy Ask for ““NATURALIKE”™ when POSITION WANTED POSITION VACANT | available was reserved within a matter ot 
— USED DISPLAY EQUIPMENT FOR SALE | days after the first invitation to exhibit was 
MEMORIAL GRASS COMPANY REPRESENTATIVES WANTED 


| se o past exhibitors.” reports Frank F. 
UHRICHSVILLE, OHIO $4.00 Per Column Inch~ CASH WITH ORDER | | a ns Pen en é os . ‘ 
| ld , aa c ) ( < < ) e sno ; 


—_— i 
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the originators of the famous 


ARROWFLEX CASES 


invite you to visit them in 
ROOM 505 - CONRAD HILTON HOTEL , 
Shown above is the 
Chicago + June 27 to July 1 FX-74 $192.50 


complete with 
ninneaniimitenenaadian oonneneneeeeneceenees Atlantic Plastic Co. 
drawers. 
see the NEW | Pat. No. 2625456 


ARROW UNIFLEX MERCHANDISERS 
and the entire peace 
Arrow Functional Fixture Line sold thru your 


en nn nn ee eee eee ee ee ee ee 
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Oo te big, bright DOUBLE Booth 
: . * 156-157 x 
Hotel Conrad Hilton 


Step right up to the biggest show of all, the showing of Sherman's great new display 
lines for Fall and Xmas. Bigger, brighter, more colorful than ever! Come into Sherman's 
mass display, and get both your Free Fall plus Christmas and Winter Catalogs! 


7 PAPER PRODUCTS CORPOPATION | 


NEWTON UPPER FALLS 64, MASS. 
CHICAGO LOS ANGELES NEW YORK 
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$37°° FOR 12 TABLES 


The Tops are 12"' x 12° @ 12" x 14° @ 12" x 16" 


Tables are 1S’ high @ 16'' high @ i7 ‘‘high 
All parts hand welded, finished flat black lacquer, 
rust resistant, nested one set per carton 


No. 707-M (shown) '/e"" Mottled Glass Tops 
$37.50 doz. $19.75 2 doz. (minimum) 


No. 707-V Lime Oak Finish Velwood Tops 
$30.60 doz. $16.75 2 doz. (minimum) 


(Sold in sets only @ 4 sets of 3 make | dozen) 


FOB plants, CHICAGO, ILL., or OAKLAND, CALIF. 
TERMS 2% ten days DATE invoice to rated ‘firms, 
others please send check with order @ MB guaranty. 
Deliveries take 2 weeks from receipt of orders. 


ALBERT A. WIENER 


DISTRIBUTOR 
340 Phelan Bidg. @ San Francisco 2, Calif. 











See us af... 


BOOTH 17-18 
NADI Show 


Conrad Hilton Hotel 


CHICAGO, ILLINOIS 


June 27 to July 1 











1196 Merchandise Mart 
Chicago 54, Illinois 
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FUN THAN A C/RCUS 





May Medal To Browne 


WORLD’s 


COTMEeC- 


DISPLAY 
award 11) 
International 


kLECTED tor 
monthly gold medal 
the 
Display Contest 1s 
(,corge \\ 
Public 

Newark. 


follow ed 


tion with magazine s 
a series of displays by 
the 
(ompany, 
group, all of 


theme, are pi 


Browne, display director of 
Klectric & 
the 


general 


Service (sas 


Two of which 
the 


tured above. 


SATii¢ 


“More Fun than a Circus” was the subject, 


and each window showed various major 


and minor appliances in a circus atmos 


phere. ach scene was laid in what seemed 
of a circus wagon whose wheels 
rested on real sawdust and 


At one side ot each display 


the interior 
wood chips. 
cut-out 
a bass drum on which let- 
tered the message tor that particular win- 
the phrasing tie-in 
the action of the Kor 1n- 
stance, in the first display pictured a tull- 
round polar bear was seated among slabs 


stood a 


clown with was 


dow, making a clever 


with display. 


of ice and snow, swinging a cub bear high in 
the air; the copy read “The swing is to room 
air conditioners; they ll cool the air with 
the greatest of ease.” In the second display 
the message read, “For balanced perform- 
ance get an automotic gas range’ — 
tving in with the seal balancing a ball on 
his nose. 

—The displays pictured are two of a series by 
George W. Browne, Public Service Electric & 

Gas Company, Newark— 


()thers in the series had a kangaroo with 


a baby in its pouch (“Large Family Capa- 


city —referring to a hot water heater;) a 
pelican (“They ll Fill the Buall” for 
electric fans;) and a group of pertorming 
poodles (“These 1 Op Pertormers” LOT 


kitchen apphances.) 


kach month DISPLAY WORLD presents 
a gold medal tor the best display entered 1n 
the contest during that period of time. The 
contest, however, actually continues through 
ending December 1. There are 
% merchandise and 


out the vear. 


service classifications, 


and displaymen anywhere are welcome to 


any or all 
restrictions, 


enter display photographs in 


classifications. There 
and it 1s not necessary to be a subscriber 
to DISPLAY WORLD in order to compete. 
\t the end of the contest a group ot display 
experts will judge the entries in each classi- 
fication, awarding a gold medal and three 
points first, a silver medal and two 
points for second, and a bronze medal and 
one point for third. The person who com- 
piles the greatest number of points for the 
entire contest will sweepstakes 
prize consisting of a gold plaque, suitably 
inscribed. A similar plaque will go to the 
next highest, one of silver to the next, and a 
final plaque of bronze for the person placing 
fourth in total of points. 


AaTe no 


tor 


receive a 


Complete details of the contest will be 


found elsewhere in this issue. 


DISPLAY WORLD 























UME, IFRS 














a a, 
; i= hI ’P ; ‘ : 
arrison age PP OM Pa yi Y 
St aie iS, 1] Io. 


Cordially invi 
ordially inviles you 


to visit their exhibit of new Back-to-School. Fall and 


% >. . 
Christmas displays at the 


NADI SHOW 


June 27th thru July Ist 
Conrad Hilton Hotel, Chicago, Illinois 


Featured displays in this year’s Garrison-Wagner Co. 
exhibit include: 
Kxclusive new Zem creations for Fall and 
Christmas—displayers, set pieces, elegant 
Dream Puff creations. 


A wide selection of new weatherproof 
outdoor (Christmas decorations. 


Colorful imported and domestic balls 
and Christmas ornaments. 


In addition, a complete line of Back-to-School and Fall 
decoratives and displayers will be on display in the Garrison- 
Wagner Co. new, permanent Chicago Showroom located 
directly behind the Conrad Hilton Hotel at 736 So. Wabash 
Avenue. 

As always, Garrison-Wagner Co. will present one of the 
most complete and outstanding lines of displays at the show. 
Make a special note right now to visit the Garrison-W agner 
Co. exhibits in the Normandie Lounge and at 736 South 


Wabash Avenue. 





‘Normandie Lounge, Conrad Hilton Hotel, Chicago, Hlinois 



























factory and showroom : 





Mannequin sells itself! 


JOBBERS! Here’s the mannequin that will 
move quickly and give you a maximum profit. 
The Manhattan Motion Manikin Manufacturers is 
the firm for you to deal with if you want 
the finest men, women and children mannequins 
priced right. This company is equipped 
to handle custom orders and to cope 


with the special problems of the jobber. 


MANHATTAN MOTION MANIKIN MANUFACTURERS 


Have never been connected with any other mannequin manufacturer of similar name 


4 WEST 16TH STREET + NEW YORK Il + N.Y. 


CHELSEA 3-4705 
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NEVER OUT OF A JOB! 


The “H” or “VL” Paasche Airbrushes do so 
many kinds of work that they are seldom “out 
of a job”. The “H” 3-in-1 convertible Airbrush 








$1,000 Contest Prize 
To Super-Market 
Albert John Weiss, of Weiss Supermarket, 
St. Louis, has been awarded top prize—a 
U. S. Savings Bond for $1,000 — in the “See 


the Coronation” dealer display contest 
sponsored by the Mail Pouch Tobacco 
Company. Winners of second to sixth 


awards, each of which carried a prize of 


a bond for $100, were: Fred F. Fisher, 
Economy Drug, Niles, Mich.; Fred N. 
Grafer, New York City; Roy E. Trexler, 


Liggett Rexall Drug No. 2155, New York 
Citv; Urban Hagenbaugh, Lea Drug Store 
No. 6, Kent, Ohio, and John Kd Sadler, 
Sequoyah Grocery & Market, Muskogee, 
Okla. Twenty other stores were’ each 
awarded a $25 bond as third place prizes. 
The contest was based on displays tying 
up with the “Kentucky Club” consumer con- 
test and was judged by the Reuben H. 


Donnelley Corporation on the basis of 
originality, sincerity, and interest. Twenty- 
eight states were represented among the 
winners. 
Traveling Message Projector 
ls Announced 

Product Promotions, 39 Washington 


boulevard, Oak Park, IIl., announces a new 
point-of-purchase aid, the ‘“Motorsign.” 
This unit projects a continuous moving mes- 
sage across product or wall to attract cus- 
tomer attention. It can be used for 
rear projection through frosted glass, fabrics 
materials. A brilliant light 


also 


or opalescent 


| beam permits operation under normal light- 


—— 


is in great demand for sign painters, window | 


trimmers, “Fix-it” and Hobby Shops, and for 
all kinds of touch-up work. 

The “VL” 1, 3, or 5 Airbrushes are used by 
America’s leading Poster Artists and Display 
Men, because their controls permit instant reg- 
ulation of color andair work. Alsoused with paints 
and lacquers reduced to flowing consistencies. 
There are three sizes of air and color feeds, 


i 
' 


each separately adjustable, making it possible | 


to handle a large variety of finishing jobs. 
Send for 1953 catalog listing the new and most 
complete line of Artists, Illustrators and De- 
signers’ Atrpainting Equipment. 


easels Mirbuush be 


1911 W. Diversey Parkway 


Chicago, Illinois 








“FAST SIGN” 
PLASTIC LETTERS 


The outstanding moulded plastic letter that 


STANDS OUT 
The widest range of color, the largest selec- 
tion of sizes in small plastic letters. 
ASK YOUR SUPPLY HOUSE OR 
WRITE DIRECT 
"Trademark Reg. U. S. Pat. Office 
FAULKNER LABORATORIES 
BOX 1285 TAMPA |, FLA. 
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in a number of colors. In 
one caretully controlled sales test, the use 
of the “Motorsign’s” activated in- 


creased sales 46 per cent. 


ing conditions 


message 


The message, up to 190 words, is on an 
endless belt, which repeats automatically. 
The “Motorsign” is leased for as_ short 
a time as two weeks. One message per 


week 1s supplied without additional charge. 
Height of letters in the projected message 


can be varied from '%-inch to 2 feet. The 
device weighs 26 pounds and is_ portable. 
In operation, no attendant or servicing 


Is Nnecessaly 


English Displayman 
To Visit America 


Leon (;oodman, head ot the London dis- 


play firm ot that name, 1s planning a com- 


bined vacation-business visit to America 
and expects to arrive in New York City 
around September 15. Goodman was_ tor 


eight yea4rs president of the British Associa- 


is now vice- 


\ssociation. 


tion ot Display Producers and 


president of the British Display 


Batchelors Plan 


Trip To Europe 


wa 
man's. 


Batchelor, display director ot New- 
Okla., accompanied by Mrs, 
sail from New York City 
for a visit to England and the 
The primary reason tor the trip 
is to visit their daughter Shirley and tamily, 


Ienid, 
Batchelor, 
15 


continent. 


will 
on July 


living near London. Batchelor will return 
about the middle of August, while Mrs. 
Batchelor will remain overseas until Sep- 
tember. 
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Ford Decorates Every Showroom 
For Fiftieth Anniversary 


To commemorate and celebrate the fiftieth | 


anniversary of the Ford Motor Company, 
special display properties were designed and 
produced by W. L. Stensgaard & Associates, 
Inc., Chicago, for use in every Ford, Mer- 
cury, and Lincoln showroom throughout the 
nation. A basic 12-piece display kit was 


made available to all dealers without charge. 


Additional kits could be purchased at nom1- 





nal sums for those larger dealers whose | 
showrooms require additional treatment. A | 
second series of deluxe properties was | 


available at small cost and most dealers 
included these in their display arrangement. 

“Comuras” which is a Stensgaard trade 
name for “commercial murals,” were the 
basis of the general kit. These were de- 
signed to fit architectural dimensions such 
as columns, walls, inside display window 


glass, over parts department counters, and | 


in service departments. 

The famous Ford Rotunda, which was at 
the New York World’s Fair and has re 
cently been reestablished at Dearborn as 
a historical museum, was used as a central 
theme. Also an anniversary medallion de 
sign taken from a Norman Rockwell paint- 
ing of Henry Ford, Edsel Ford, and Henry 
Ford Il had a prominent part in the design. 

The comuras were reproduced by pat 
ented silk screen process in striking tur 
quoise and blue shades of oil paint with 
splashers of red, white, and gold providing 
excellent visibility and readership. 

Also included in the 12-piece kit of free 
material were four paintings by Norman 
Rockwell depicting various historical land 


marks in the invention and development ot 


early Ford cars 


The deluxe kit consisted of dimensional 


units. A full-round column with fluted gold | 


finish, self-standing, and with cut-out medal- 


lion designs was Y inches high, 32 inches | 


wide, and 20 inches deep. A fiftieth anni 
versary dimensional display suitable tor 
standing on floors, tables, counters, or shelt 
ledges was 31 inches high, 40 inches wide, 
and 14 inches deep. It had a_ beautifully 
furled ribbon design and “Fittieth” in cut 
out letters. 

\n important part ot the promotion was 
the timing of its introduction. Every dealer 
was instructed to start using the material 
at the same date around the country. 


Baumgarten Appointed 
By Kansas City Firm 

Jack Baumgarten ts now display director 
for Adler’s, Kansas City, Mo., assisted by 
Willa Harvey. He replaces Ann Jenkins, 
who resigned in order to become a partnet 
im a new enterprise called Design Studio, 
located at 3827 Main street in the same cit) 
The company will design and manutacture 
display props. 
Integrated Display Kit 
For Back-To-School 

Display Marketers, 1021 South Ninth 


street, Philadelphia 47, has issued new back 
to-school display kits, embodying 78 pieces 


as one integrated display set. (opies of 


descriptive brochures will be sent on re 
quest to anyone using company letterhead 
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SHEAR-PRINZ ASSOCIATES e@ 








14 East Jackson Bivd. Lytton Bidg. Chicago 4, Illinois 


by Exclu sive _Appoin Ement / 


PRESENTS 








ONLY $9 850 


{includes wig & beard) 
DELUXE SANTA ENSEMBLE 





leatherette belt and leggings. 


ORDER NOW V " ates 


(includes wig & beard) 





SHEAR-PRINZ, Assoc., 14 E. Jackson Bivd., Chicago 4, Ill. 


Please enter our order as follows: 


Amount Description Price 
Custom Santa Ensemble @ $98.50 ea. 
(includes wig & beard) 
DeLuxe Santa Ensemble @ $67.50 ea. 
{includes wig & beard) 
100% Nylon Wig & Beard Set @ $24.95 ea. 
SHIP TO DEPT. 
ADDRESS 
CITY STATE 


FROM SANTA’S TAILOR 


CUSTOM MADE complete SANTA 
CLAUS SUIT of erect high-pile lustre 
plush, flame-resistant treated. Coat tail- 
ored with shoulder pads and red taffeta 
lining. Belt and boots of high quality 
black duran. Cap of lustre plush to match 
coat and trousers. White trim of high- 
pile lustre plush. Extra full flame-resistant, 
washable and combable 100% NYLON 
WIG and BEARD SET included. Complete 


CUSTOM SANTA ENSEMBLE 


includes 
100% NYLON WIG and BEARD SET. 
This suit tailored of flame-resistant, high 
quality plush material. Coat unlined, 


Total 














Now Ready! 


BACK-TO-SCHOOL and FALL CATALOGUE 


@ SCATTER ITEMS @ SILK SCREEN BANNERS 
@ STREAMERS @e COMPLETE UNITS e NOVELTIES 


See Us In 


BOOTHS 89-90 


NADI MARKET WEEK, CONRAD HILTON HOTEL 
ANKERUM MANUFACTURING CO. 


ISTH & ARCH STS. PHILADELPHIA 


a. 


PA. 
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Successful 
Silent 
SALESMAN 





All 4 units operate on two ordinary flash- 
light batteries for 5 to 8 weeks without 
interruption, carrying a load of 4 to 7 Ibs. 
5 R.P.M. 


BEWARE OF IMITATION! 


HERTV 





CO., 
INC. 


1 iclemm 7) 1 Gays ya, Fae © 


IL 7-4388 
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Hk. 


W As 


freshest of summer tashion stories 
told Neiman-Marcus, 


Dallas,as the internationally tamous spe- 


recently at 


cialty store and the (olorado Carnation 
(,;rowers \ssociation cooperated ce) “Say it 
With Carnations.’ 


» 


\pril 13-18, Neiman 


Hoot . cle Cp in 


During the week ot 


Marcus was four Carnations 


75 (00 of them blooming in 11 different 


varieties and shades ranging trom the palest 
of petal pink through deep, intense red to 
vivid ellow and starch whites There Were 
trecs of Carnations, baskets and beds ot 


1 


with them. escala 


hanging 


Cig. rr Vators banke d 


tors moving and gardens of them. 


and display cases and street windows abloom 


with them as a pretace to the Neiman 
Marcus summer fashion story 

livers shop and salon in the store and 
every new tashion reflected the flowery in 


Phan ked tor thr 
crisp pastel lin 
cle lie ate 


Huence and the spicy news 


Carnation collections were 


Cs, prints, Cottons and thre chiffons 


Carnation 


dark. There 
shantungs in the 


that come into full bloom aftet 
silk 


colot ‘ by lo 


Was a collection Ol 


iresh ( opeland ot 
Pattullo, the exciting prints by Clare Potter, 
and the cloth 


trom the hathroom — by 


Carnation 


taken 
Ruth 
Fair and made into town coats, jackets and 


fashion Scoop (1 terry 


heach and 


suits tor a couture summer wardrobe 


eit stores carnation tashion collections 


also abloom with such designer names 


Kane Weill, 


WCOTE 


as Bonnie Cashin, Jamison, 


\nne Fogarty, Ceil Chapman, B. H. Wragge, 


Talmack, David Goodstein and Biene-Davis. 


among others 

Heavy with the fragrance of carnations, 
Neimman-Marcus buyers didnt stop) with 
clothes and accessories; but went on to have 


special pale vellow carnation scented writing 


—Above is a portion of the main floor, show- 
ing how carnations appeared in literally every 
available space Below, the style show 
runway was banked with thousands of flowers—- 


















Promotion 


blossom 


paper silk screened with a= singl 
The Salon 
tion Cut,” 


brushed 


Beauty originated “The Carna 
a coiffure with petal-curled edges 
center tor a tresh 
look. In departments, 
a special representative from Charles of the 


“(arnation” 


from a smooth 


summer the cosmetic 


Ritz hand-blended a special 
race pow de r 

presentation 
selected 
(Grow- 


theit 


this fashion 
than a year 


( ol rrado 


Planning tor 
when 


began More AYO 


members ot the ( arnation 
ers Association and representatives ot 
S8_ 000 000 work growing 


Nei man-Marcus 


industry went to 


carnations to match = §$ ten 


color Swat hes, 


Solomon Resigns 
At Stenchever's 
\fter 17 years with 


NX. J., Maurice | 


nounced his resignation as display manager 


Pater- 
has an 


Stenchever s. 


son. Solomon 


His future plans will be made known soon 


go 


@ Ge 63 et hac Se ll 2 - 
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Interesting Exhibition 
Opened By Sun Oil 


Sun Oil Company has installed a new 
permanent exhibition in Philadelphia's 
tamed Franklin Institute to describe how 
the petroleum industry operates and _ its 
impact upon American living. 

Designed to win better understanding of 
the American economic system, the exhibi- 
tion titled “Oil Serves America” was _ for- 
mally opened with a preview showing to 
educational, business and other Philadel 
phia area community leaders on June 10. 

Planned in connection with Sun's pro 
gram of cooperation with educators tor a 
better understanding of American competi- 
tive enterprise, the new exhibition is a 
selt-contained, air-conditioned unit occupy 
ing 2,900 square feet on the first floor of 
the museum. Within this area are 12 sepa 
rate exhibits, utilizing a variety of modern 
devices in visual education, including 
models, dioramas, and animated diagrams 
Also included in the ullit IS a theatre. seat 
ing about 40 persons, for the screening ot 
motion pictures, lectures and discussions 

While portraying virtually all phases of 
oi industry operations, the exhibition points 
out the meaning ot these operations in 
terms of the consumer's own interest 

\ccording to A. ©. Carlton, executive di 
rector ot the Franklin Institute Museum 

“The attractive setting and logical at 
rangement of the various displays, thers 
high degree of interest and the simple man 


ner in which they are explained, combine to | 


make it unequalled in the field of industrial 
exhibits.” 

The various units employ a wide variety 
of display techniques. In dramatic con 
trast to the small-scale models ts an actual 


piece of equipment known as a “Christmas 


co 


tree, standing 7 feet high and placed | 


against a realistic painted background of 
an oil field scene 

\n arrangement of valves and pipes 
which controls the natural flow of oil, the 
(Christmas tree represents the end of the 
wasteful days of oil production when 
“oushers” were allowed to flow wide open. 
Cut-away sections show the interior con 
struction, and visitors may operate the 
valves themselves. 

Special attention has been given to ac- 
curacy of detail in all the operations shown. 


Be Sure To Attend 


| 
. 
| 


DISPLAY 


MARKET WEEK 


CHICAGO 


CONRAD HILTON HOTEL 
JUNE 27 TO JULY 1 
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THERE S$ A SPANKING NEW 


ARRIVAL WE'VE NAMED... 


3-DIMENSIONAL 
HOLIDAY DECORATIONS 


This Space 


reserved for picture 
of the new '53 Catalog 
that didn’t arrive in time 


for this June issue 


When requesting your copy of this wonderful new ‘53 
Catalog showing Colorful, Weather-Proof, Outdoor- 
Indoor Illuminated Plastic Inserts, etc., send for name of 
your nearest Jobber having Samples of these 3-DIMEN- 
SIONAL PLASTIC INSERTS, HOLDERS, ACCESSORIES 
AND NATIVITY. 


BISHOP PUBLISHING COMPANY 


168 NORTH CLINTON STREET CHICAGO 6, ILLINOIS 









Be DEMAND THE f§ 

















Win-do-dec 


% 18 eye-appealing colors 


























































% Perfect surface for air-brush 


¥% Back marked for easy cutting 








Ajax WIN-DO-DEC gives you the highest quolity 
decorating corrugated you can buy. 100% bleached 
sulphite is used os the base stock—insuring bright- 
ness and uniformity of colors. WIN-DO-DEC is avail- 
able in rolls or sheets cut to your own specifications. 


OTHER AJAX DISPLAY MATERIALS 


WIN-DO-WAVE 

—a new flooring and background material of 
colored, embossed bleached Kroft. 18 colors. 
WIN-DO-ART 

—B-flute single faced corrugated with pure white 
liner. Perfect for silk screening and flexible dis- 
play monvufacture. 

WIN-DO-BOARD 

—Double-faced corrugated—! side pure white 
liner. Perfect for silk screening and manufacture 
of sturdy floor and counter displays. 








SEND FOR FREE 
SAMPLE KIT 





: ois ht *® 


rebbbe 
a aan wees nee 
= = = 6 2 ee ee 


the AJAX box company 


2210 SO. UNION AVE., CHICAGO 16, ILLINOIS | 
MANUFACTURERS OF CORRUGATED PAPER PRODUCTS | 


YES, WE IMPORT 
— MANUFACTURE! 


Imported Italian Holly Wreaths 
Imported Italian Ruscus 
Lycopodium Wreaths 
Lycopodium Roping 


























Write for Catalogue 


JONES 
The Hollly Wreath Man 












Box D26—RD 2 Milton Del. 











FINANCIAL DISPLAY 


[Continued from page 52] 


structions on how to make them legible 
enough for window signs. 

A very effective sign is one made with a 
photostat negative of white lettering on a 
black sign. 

For a school window, an actual black- 
board sign is appropriate. 

The shorthand message in an enlarged 
stenographer’s notebook is a good attention- 
getter with a well-received novelty touch. 
We found an old atlas with a wire ring 
binder and pages that were blank on one 
side and this served as the notebook. 

For an exhibit of many different types of 
cactus plants we weathered the board for 
our sign by scraping the edges with a heavy 
wire brush. This made a very attractive, 
interesting, yet simple window. In most 
areas there will be found at least one florist 
who specializes in a wide assortment of 
cactus plants. 

For an exhibit of a collection of small 
toys of 100 years ago, we made a semi-round 
Christmas stocking of red paper, cotton 
batting and wallboard and used it as the 
sign. 

For exhibiting the medal which we won 
in DISPLAY WORLD’s International Dis- 
play Contest of 1951 we made up a citation- 
diploma type sign. 

We have in our front vestibule a coin- 
changing machine for the convenience of 
motorists who need change for the parking 
meters. In making a window sign to in 
form the public of the machine, we made 
it in the well-known shape of the parking 
meters, 

We have learned from experience that 
many major displays require two signs. The 
large and prominent sign should have the 
barest minimum of words to tell the publi 
what the display is and whose work is being 
exhibited. The details of the craft or col- 
lection and the person should be shown 
separately on a secondary sign with the 
information as condensed as possible. 

For window use, the lettering of an 
ordinary typewriter is too small. A ma 
chine with “billing size” type is the mini- 
mum. Most of our important informational 
signs are photographic enlargements of 
tvpewritten or printed material. A distin¢ 
tive type is highly recommended and “Book” 
or “Roman” type is excellent. Such a ma 
chine is a good investment as many windows 
require many small, explanatory signs and 
credit cards. 

Imagination, thoughtfulness and _ care 
should be given to the making ot signs as 
it does pay off. Much of what constitutes 
success in window displays is attention to 
small details; the making of attractive and 
attention-getting signs is a good example. 

In summary, this project has endeavored 
to set forth the thinking and the philosophy 
which underlies the window display program 
of this bank, as well as to provide a source 
of information and ideas for banks which 
may be considering launching such a pro- 
gram. 

We feel that our program has been suc- 
cessful in our situation and that much of the 
philosophy and ideas can be ot value to 
other banks. We do not feel that this pro- 
ject presents the last or final word in bank 
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YOU ARE CORDIALLY INVITED... 


to visit our booths 94, 95, 106 and 107 in the Main Exhibition Hall 
during Market Week for the most glittering collection of Christmas 


many are illuminated . . 


Member 
Gatiesar asseciatios 
OF SIsPLaT eeesTaNS 
) 
Peoeerssiet miecease:se 
vet scatatioe 
display units we have ever shown . 
mache, wire, wood and wrought iron . 
window and case numbers. . . 
attractively priced. 
DISPLAY DESIGNERS AND MANUFACTURERS, 


in hand-decorated papier 
. . post trims, ledge pieces, 


. and all are 


DOERR Be = 


PORTSMOUTH, OHIO 
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No. 1, Rustic Woodland, Shades of Green, Brown or Wine am | per 
Five 42” Panels 
OTHER SCENES AVAILABLE: 
Garden Scene, New York Skyline, Stairway in Opera 
House (Paris), Are de Triomphe (Paris), The Acropolis 
(Greece), Winter Woodland with Brook, 
Woodland with Brook, Snow Scene, Nautical Summer Scene, 
Cherry Blossoms in Washington, D. C. 


ORDER DIRECT OR THROUGH JOBBER 


DECORATIVE DISPLAYS 


57-57 63rd Street, Maspeth, L. I., N. Y. 
EVergreen 6-0400 


panel 





PHOTO MURALS 
ON FABRIC! 

210 INCHES WIDE BY 
00 INCHES HIGH! 


Picture this panoramic scene 





in your window or store interior! 


Now you can achieve a colorful, mood-weaving 
background effect . . . without going to the expense 
of costly construction! Here are dramatic photo-scenes, 
realistically reproduced on washable, sunfast 

rayon crepe. Visual excitement that has proved 
successful for such top stores as R. H. Macy Co.., 
John Wanamaker, and many others. Look into it. . . 


your customers will look at it! 








JUNE, 1953 








95 














So that you 
wont miss it 
Fall and Christmas 
Showing 


At Our Showrooms 


115 W. 31st Street 
New York 1, N. Y. 













At NADI Show 
Booths 40, 41, 42 


Conrad Hilton Hotel 
Chicago, Ill. 


a 
Cnigin ay ccaliont 


Cap david hamberger 


Wienel 


115 W. 3st St., New York City | 





























PEG-0-POL Jobbers 


EVERETTS-SOPER COMPANY 
Kansas City, Missouri 


FEINE TRIMMING COMPANY 


Boston, Massachusetts 


GARRISON-WAGNER COMPANY 


St. Louis, Missouri 


HANICKS DISPLAY CENTER 
Philadelphia, Penna. 


F.D. JOLLY & ASSOCIATES 
Detroit, Michigan 


L & E DISPLAY SERVICE 

Norfolk, Virginia 

MADISON DISPLAY 

London, Ontario 

MAHARAM FABRIC COMPANY 
Chicago, Illinois 

MILLER DISPLAY FIXTURES 


Montreal, Canada 


TAYLOR ADVERTISING COMPANY 


Montreal, Canada 


TENNESSEE DISPLAY COMPANY 


Nashville, Tennessee 


- DISPLAY PRODUCTS CO. 
420 7th Ave., N. 


Nashville, Tennessee 

















| window 


used 


display. It is a field which has 
really just been touched upon by banks thus 
far and before it can become a _ regularly 
bank advertising medium there will 
have to be many more examples of unques- 
tioned success and a much greater classi- 
fication of thinking and objectives. 


We strongly favor bank window pro- 


| grams and are pleased to see an increasing 


' number of 


hanks 


to see 


the field, yet we 
would like of the banks that 
are entering the field give the subject much 
further study and consideration. It seems to 
us that too large a proportion of banks are 
“getting into the act” without a tull knowl 
edge of what 1s involved and without ade- 


enter 
more 


quate preparation, programming, and clari 
fication of objectives. 

There is an element of “having a bear by 
the tail” in this matter of window displays 
and we fearful of the public 
relations for banking if a number of banks, 
for lack of understanding of the medium 


are adverse 


decide 
medium not 


and for lack of interest, should 
to discontinue displays as a 
adaptable to banking. 

We are in quite close touch with eight 
other banks that have programs quite 
similar to our own. In all of these banks 
the display programs are accepted as un- 
questionably and those banks 
are confident of the value of their program. 

We also know about the same number of 
banks which conduct limited display pro- 
grams which we feel to be without inspira- 
tion, without imagination, and adopted on 
the grounds that because displays are 
coming an accepted part of bank promotion 
efforts, their bank should have displays. In 
all cases the work is delegated to an ad- 
vertising agency, a professional decorator, 
or an employee of the bank who has been 
given the assignment much as he would be 
routine clerical work assignment 
direction, without a free hand, 
much personal desire to do 


successful 


be- 


given any 
—without 


and without 
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A] tal . 

Jack JOINED EATONS IN 1926 , WAS APPOINTED SECTION 

HEAD OF INTERIOR DISPLAY IN 1945, ASSISTANT MANAGER In 

1947, AND HEAD OF INTERIOR DISPLAY AT THE COMPANYS 
MAIN STORE FIVE YEARS AGO. 
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Pat om, o 
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MANAGER , INTERIOR DISPLAYS & PROMOTIONS 
THE T. EATON CO.,LIMITED , TORONTO 


BEFORE REACHING HIS 
PRESENT POSITION HE WAS 
EMPLOYED IN THE OFFICE 
AND WINDOW DISPLAYS 

SECTIONS OF THE 

MERCHANDISE DISPLAY DEP'T. 











ACTIVE IN COMMONITY 
AFFAIAS, HE IS AN ARDENT 
SUPPORTER OF “YOUTH” AND 
SPENDS MANY LEISURE HOUAS 
COACHING AND MANAGING 
BASEBALL AND HOCKEY TEAMS. 
“JACK” IS MARRIED AND 
HAS TWO SONS, DON, 16, AND 
BRIAN, 11; BOTH FOLLOW IN 
THEIR FATHER’S FOOTSTEPS AS 
VIGOROUS ATHLETES AND GOOD 





CHIPS OFF 
OF THE OLD 
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HERE'S WHAT YOU GET: 

12—Back to School pennants. Each pennant is 6° x 10'/,"' 

i—Jumbo Die cut pencil size 3'/,'' x 43'' 

Ii—Jumbo Ruler 5"' x 42" 

i—Jumbo Die cut Pen size 3'' x 42" 

i—Protractor size 4'/,"" x 8!/,"' 

i—Compass size 7°’ x 13" 

i—Eraser size 13%4"' x 6%"' 

i—Iink Bottle size 4°" x 6" 

2—Die cut apples 4° x 5" 

2—10'/."" x 14° die cut Owl and Blackboard posters with 
self-standing easels 

4—5'/,"'x 7'' Blackboard posters with self-standing easels 

te pets 6"' x 18°’ Blackboard Streamers 

—Triangle size 4° x 6'/,"" 

eo. Assorted colorful die cut Feature Pointers with actual 
metal decorative stick pins 


78 Pieces in all... ALL 78 
pieces for only 
$7.95 compiete 


DISPLAY MARKETERS, INC. 


1021 S. 9TH STREET, PHILADELPHIA, PA. 
225 W. 34TH STREET, NEW YORK, N. Y. 





§ Gentlemen: 
g hip at once BTS-78 Back-to-School 


‘ a 8 Display Kits. 
% 8 
v a 
Hoo Name 
es 
+ 4 Address 
' 
: City State 


ee 


For an animated CHRISTMAS see 
MESSMORE & DAMON 


DISPLAYS AND EXHIBITS... 


INDOOR OR OUTDOOR 

LARGE OR SMALL 

BUILT TO YOUR OWN SPECIFICATIONS 
MECHANICAL UNITS ARE OUR SPECIALTY 


VISIT OUR SHOWROOM... 


SEE A FULL SIZE SPACESHIP WITH COMPLETE ACTION 
SEE A JUMBO MECHANICAL ELEPHANT AND OTHER EYE-CATCHERS 


MESSMORE & DAMON COMPANY 


1461 PARK AVENUE, NEW YORK 29, N. Y. 








AP me 78 pe. "BACK TO 
OOL” DISPLAY KIT... 
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FALL and SPRING DISPLAYS 


FOR IMMEDIATE OR DELAYED DELIVERY 








No. 1871 Spray 8" 
No. 1528 Wreath 3" 





No. 139 Piston Shape Lantern 
8%" x 32" long, white $30.00 dz. 
12" round, white 5.00 dz. 





ge ®: 
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For Christma 
Christmas Corsage 


Miniature Santa Claus 3" 
Santa Claus Head 114" 





s Packaging 


PLEASE INQUIRE JOBBER PRICE 


MIYA COMPANY, INC. 


39 East 28th Street New York City 16 
Importers & Manufacturers of 


ARTIFICIAL FLOWERS, BAMBOO WARE, ORIENTAL GOODS 











SHOULDER COVERS 


Vinylite window-clear — viny! — polythene. 
Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


YARDVILLE, N. J. 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 


BOX 35 

















AUTOMATIC WOOD TURNINGS 
All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


USE THE 


Opportunity Exchange 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 


$4.00 Per Column Inch— CASH WITH ORDER 























2 « When Writing Advertisers Please Mention DISPLAY WORLD »» 





98 








- NN ee 











We do not feel that 


an outstanding job. 
the long range outlook for the programs of 
such banks is favorable and that many of 


will 
either 


them be taced with the decision 
of terminating their program’ or 
going far enough into it to do the unques- 
tionably successful type of job which some 
banks are doing. 


soon 


There is a marked difference between 
these two types of banks and we feel that 


the greatest difference is a difference in en- 


thusiasm. At this Stage of development, we 
are thoroughly convinced that enthusiasm 
is the one essential ingredient for success 


in bank window displays. With it, a bank 
may flounder but will not fail. It may get 
off on the wrong track, yet enthusiasm will 
steer it in the right direction. Without 
enthusiasm, we feel that a bank display 
program 1s very likely to fail 

This is merely an opinion, yet we feel the 
results of the most successful banks point 
to just such a conclusion. We strongly ad- 
vise that do not undertake a display 
program until both top management and 
those persons who to Carry it Out are 
genuinely enthusiastic about it. Once hav- 
ing launched a program, 1f it does not come 
up to expectations then look for the reasons 


you 


are 


in your own copy methods, not in the 

medium. , 
Determine first what it 1s you wish to 

accomplish. Plan it in considerable detail 


and stick to it for a good, long period of 
time. 

We feel that in addition to enthusiasm, a 
successtul program must reflect the  per- 
sonality of the bank and it must show the 
public the type of personality which makes 
them to do with the bank. 
We feel that a successful program 
must reflect a broad concept of public rela- 
as distinguished from merely a sales 
medium for selling specific services. Only 
a program upon this broad concept 
will generate enough drive and enthusiasm 
long period. 


desire business 


also 
tions 
based 


to sustain it for the necessary 

Window displays offer their greatest value 
in their ability to create a public conscious- 
ness of your existence, your physical loca- 
tion, your and your personality. 
They offer the opportunity of making the 
public think well of you. They give you the 
opportunity of letting the public know that 
you are genuinely interested in them. They 
offer an opportunity of informing the pub- 
lic that your services benefit not only the 
bank, but the customer and the community. 
We look upon our windows as a medium tor 
the low-pressure type of salesmanship which 
sells banks, bankers, and banking in a way 


Services, 


that will keep the public sold. Given the 
facts, honestly and openly and in an un- 
prejudiced and unemotional manner, the 


public can be counted on to reach an ac- 
curate and unbiased opinion and make the 
proper decision when the chips are down. 

These we find to be the 
broad concept of public relations and we 
have found our window displays to be an 
ideal medium for creating a favorable pub- 
lic opinion of our bank. 

(This the fifth and final in a 
series by the author, taken from his pro- 
ject for the School of Financial Relations, 


essentials ot a 


is article 


Chicago, with whose permission it is used. 


Kd.) 
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Make Your Trip to Market Week a Success 


BY VISITING 


NAT SIEGEL'S EXHIBIT 


ROOM 556A 
Conrad Hilton Hotel, Chicago—June 27 to July 1 


SEE A NEW SENSATIONAL LINE OF 
MANNEQUINS 
g and the latest in metal, wood and plastic fixtures, novelties, 


displayers, accessories, etc. 


Inc. 
Vata “Where Display Tends. Whe’ 


New York City 18 










































ogt | 
lights the nation! 


DISPLAY e ‘THEATRICAL 


STUDIO ¢ MOTION PICTURE 
RENTAL EQUIPMENT 


WHEREVER YOU ARE... WHATEVER YOU NEED 


. in the way of unusual, specialized lighting, call on Jack Frost! For 
feature exhibits, shows, large conventions . . . for any display that 
requires exceptional lighting, Jack Frost is ready to serve you! And 
Jack Frost's unequalled national service includes complete installation 
and removal wherever you 
are. Rent all your specialized 
lighting equipment from 
Jack Frost . . . famous for 
lighting the nation’s greatest 


f 
| JACK A. FROST, DEPT. G, 234 PIQUETTE AVE. 
| 
| 

shows . . . most spectacular | 
| 
| 
| 
| 
| 


DETROIT 2, MICHIGAN 


Please send me full information 
on your rental service. 


displays! 


FOR FULL INFORMATION ON Name 
RENTAL EQUIPMENT siasiliai 
MAIL COUPON, OR CALL 
DETROIT, TRinity 3-8030 City Zone State 
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rile-ob ite 


SPOT and FLOOD 
REFLECTOR 


Utilizes the A 23 150 Watt short 
necked bulb — Clear or Frosted 
bulbs give the type of light your 
display needs. 


ONLY 
$4.90 


EACH 
It's new in design and finish, has . 
air vents for cool lighting, and 
spring clips to keep the bulb in 
proper position. 





Box 31, Station "A" 





IT’S OUR ALLNEW 


Our claim is simple—We SAY to you, "It does a good job and is sold at a fair 
price.’ 


We ASK you to, “Check and compare.” 


DECORATIVE HOOD 


The Decorative Hood will dress up your reflectors 
and keep them from casting annoying reflections 
about the window. 
flector and are quickly and easily removed. Will 
fit other reflectors of the Brite-Lite type. 


They simply slip over the re- 


Colors: Black, Gray and Cream 


$4.00 


EACH 





JOBBER INQUIRIES INVITED 


THE ANCHOR METAL SPINNING CO. 


Dayton 3, Ohio 























Yucca Poles, Cholla, Red & Black 

Manzanita, Sandblasted Manzanita & 

Grape Stumps, Selected Driftwood 
We Procure Our Own Materials 


Russel Morris of California 


990 S. Live Oak Fontana, Calif. 


FEATHERS 


Ait TYPES Ail COLORS FREE SAMPLES 


INC. 
OW. New York City 18 
nq 45558 








MANGROVE FEATHER CO., 


19 Ws 38th Street, Dept 


(ye ke 











USE 


OPPORTUNITY 
EXCHANGE 


THE 








For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
* 


$4.00 Per Column Inch— CASH WITH ORDER 
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SELF-SELECTION 
SELLS SOCKS 


[Continued from page 62] 


This is 
proven by a Harvard Business School survey 
and confirmed by the Controllers Congress 
of the NRDGA that the average salesperson 


number of sales are being lost. 


in the nation’s larger department stores is 
handling fewer and fewer transactions each 


year. Low cost labor is not cheap, and better 
salespeople and better systems are worth 
more because they contribute more. The 


standard of retail selling has fallen so low that 
the only solution is for more automatic selling 
to stem the steady decline in profits. There- 
fore the salesclerk will become a vanishing 
figure from the retail scene and those that 
remain must be put into their proper functional 
position and utilized more effectively so that 
their productivity instead of decreasing as it 
through the will match that of 
factory workers whose contributions have been 


has years 


growing even greater. 


In the selling of better men’s furnishings 
the attendant should be for the 
purpose of giving advice and_ professional 
counselling, proper fit and style values for 
which the consumer him, instead 
of being a mere robot salesman and package 
sy the proper adapta- 


sales used 


respects 


wrapper as at present. 
tion of self-selling units to specialty shops we 
can have silent salesmen supplements which 
will fully exploit store trathce, and can be so 
arranged so as not to diminish the 
unique atmosphere which imparts its person- 


Stc res 


ality. In the selling of top priced men’s wear, 
nothing—but nothing—can replace good per- 
sonal selling as a cornerstone for success. 


The coldly impersonal supermarket self-serv- 
ice technique has no place here for it would 
put such quality departments in direct compe- 


tition with mass distributors where the re- 
tailer has httle control over the final sale 
of a product. Self-selection does not mean 


supermarket selling, for it does not do away 
completely with sales personnel. Actually, 
self-selection is a misnomer and should be 
called by its correct name of “visual merchan- 
It is through this new merchandis- 
lowering of 


dising.”’ 


sales costs 


ing technique that 
will result and retailers are seeking these 
improved selling efficiencies because of the 


squeeze on profits where costs are increasing 
while markup is nearly static. 

Self-service supermarkets have changed the 
buying habits of the nation and conditioned 
shopping without attention from 
salespeople. Shoppers today are in a hurry 
and depend increasingly on the pre-sold brands 
coupled with the store integrity to give the 
time-saving convenience which permits them 
to devote more time to their leisure, their 
hobbies, and their home activities. Whereas 
staple-selling is replacement business, style- 
selling creates new business that’s why 
it is essential to get such merchandise on full 


pe yple to 


view. 

Mass selling diplays help the products to 
for themselves (socks must be seen 
to be sold) and since self-selection selling 
means less direct personal selling on the retail 
floor it calls for increased advertising, pro- 
motional, and display expenditures to com- 
pensate their diminution of selling. While 


speak 
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advertisers spend millions to bombard cus- 
tomers with their messages, of which only a 
small fraction are seen or heard by consumer 
prospects busy with other things, studies 
prove that most of those who see or hear 
“the pitch” rapidly forget it within four days. 
This means that efforts must be concentrated 
at the point-of-sale so that the item wall be 
given consideration when the customer is at 
the time of buying decision and is making 
his selections discriminatingly. 

squire Socks pioneered in the development 
of attractive and effective self-selection sock 
hxtures years ago when the trend was hardly 
discernible. It has designed a wide variety 
of units for different purposes, and integrated 
their styling for unitorm ensembling and to 
harmonize with modern store decor. \ll of 
these expose the maximum amount of mer 
chandise in an appetizingly stacked array and 
with an exclusive patented saw-tooth shelving 
which simplifies stock straightening and shows 
sock dominance instead of shelving distraction 


Their lines and mass are gracefully pleasing 


to entice passersby and convert them into 
buyers. They are all engineered to hold the 
maximum goods in. active selling position 
(plus immediate reserve) per square foot 
of floor space, in a design unusual in that socks 
are readily see-able, reach-able, touch-able, 
and which encourages shopper selection. 
esquire Socks aids retailers in jointly plan- 
ning this fixturing and point-of-sale material 
and with such stores it has pre-empted the 
retailer's shelves by virtue of the fact that its 
unit sales have hereafter skyrocketed under 
consumer usage. Among the fixtures it has 
developed are a five-tier floor selector stand, 
a three-tier counter top selector which 1s 
superimposed on existing counters, a single- 
tiered small counter selector unit which per- 
mits a merchant to put a feature set of socks 
in his neckwear or other departments to 
stimulate related “plus” selling . . . creating 
a sock section away from the regular sock 
department, and garnering extra sales thereby 
Most recently it has gone beyond the field 
of static fixtures and into provocatively dy- 
namic ideas such as a three-tiered motorized 
“lazy Susan” which may well change the en- 
tire complex of store fixturing at key traffic 
points. ‘This exclusive item is powered by a 
friction drive motor and is permanently re- 
volving in an eye-catching fashion; it can 
be stopped by the simple pressure of the 
hand at any time or spot desired, and even 
reversed if need be! The ultimate in self- 
selection has been the Esquire Socks “me- 
chanical salesgirl” for vending its one-size 
nylon sock which fits all feet. This 1s a 
small counter top case which visibly stacks 
these individually boxed socks in vertical 
color alignments along with schematic art 
showing the consumer benefits to be derived 
therefrom, coupled with a full colored multi- 
shot stroboscopic picture showing a_ girl 
alternately stretching and relaxing the sock 
All it lacks is an automatic tape recorder, 
giving dulcet sales-talk to lure the consumers 
In all this about sock self-selection we must 
recognize that the product itself 1s ad- 
mirably suited to this form of exploitation 
by virtue of its nature of bright colors and 
sharp patterns. Further pre-selling proper 
ties are added by illustrative explanatory 
hang-tags, flattering rider-tickets, and = at 
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yy Latest in _ = proof Whetal anal Plastic 
i Garlands or of 


AVAILABLE AT YOUR DISPLAY DISTRIBUTOR 


Manufactured under U. S. Patent No. 2639532 





A COMPLETE CHRISTMAS LINE WILL BE SHOWN AT THE 
JUNE MARKET WEEK IN BOOTHS 96 AND 105 


DECORATIVE NOVELTY CO., INC 


4410 THIRD AVENUE BROOKLYN 20, N. Y. 











Jobbers Inquiries Invited 





*DISPLAY-A-VISION 


DISPLAY IT ON D-V 


NEW MOTION MERCHANDISER 


o 4 SECTION REVOLVING TABLE 

@ REMOVABLE TURNTABLE 

@ COMPLETE WITH SECTION TABLE, MOTOR, WIRING 
@ BEAUTIFUL BLACK ALL WOOD CABINET 


Permits display of 4 different items, or 4 styles of one item, 
d recting viewer to one item at a time 


LIST PRICES 


100 sq. in. screen $37.50 
240 sq. in. screen $45.50 550 sq. in. screen $53.50 


NATIONAL DISPLAY MATERIALS CO. 


division of 


NATIONAL SAWDUST COMPANY 
£9 N. 6th Street Brooklyn 11, N. Y. 

















PRESTO... the 
E-X-T-E-N-S-1-0-N TRELLIS 


with dozens of display uses 


Vi 


Hl 
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Folds up and stores away into inches of 


storage space opens instantly for im- 
mediate display use. Sturdily constructed 
for long use. Painted white. Can be used 
ocross or down. 
Size 22-8 opens to 8 feet length, 22 inches wide 
Size 30-10 opens to 10 feet length, 30 inches wide 
Size 44-12 opens to 12 feet length, 44 inches wide 
FOB. 2% 10 days, net 30 to rated 
PRICES firms. Non-rated firms check with order. 
Size 22-8 $3.00 each; 6 for $17.00 
Size 30-10 $3.60 each; 6 for $21.00 
Size 44-12 $6.80 each: 6 for $39.00 
ALBERT L. STONE 


PARKSIDE DISPLAYS 


907-7th Ave. New York 19, N. Y. 
Plaza 7-0868 
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See us af... 


BOOTH 17-18 
NADI Show 


Conrad Hilton Hotel 


CHICAGO, ILLINOIS 


June 27 to July 1 


1196 Merchandise Mart 
Chicago 54, Illinois 












transfers; all endowments to 
bait the consumer. The smart merchant is one 
who will edge himself into this type of oper- 
ation on those categories of goods for which 
it 1s particularly applicable, doing it in pro- 
gressive stages of department by department. 
However, it must be done in a big way 
and not by flirting around, for half-measures 
are inconclusive and generally fail or prove 
nothing. word of caution—this ap- 
proach requires a great deal of courage and 
patient experimentation until the 
tailor-made way for each appropriate situa- 
tion and each individual store is found, and 
then the merchant will be rewarded in the 
form of a more stable business, greater sales 


tractive sale 


(ne 


one best 


volume, higher profits, and more satisfied 
customers. 
Battery-Operated 


Sign Uni+ 
James R. Downing, 
Products, Ine., 


president of Light 
manufacturer of battery- 
lights, announces the in 
troduction of a new “Neo-Flasher” portable 
unit 
battery-operated 
unlimited 
“Signs 


operated warning 
self-contained, 
sign unit with 
adaptations display 
heretofore thought impossible to 
illuminate due to costly wiring and installa 
tion installed with this unit,” 
according to a company representative. “The 
unit makes it many 
unusual effects such as background lighting 
in front of the trade-mark, giving a third 
dimensional impression.” 


This is a 
portable 


neon sign 


for signs. 


can now be 


possible to aC hieve 


One small 6-volt dry cell battery will 
operate the device for up to one month 
without replacement, it is said. The flash 
rate is adjustable to a standard of 120 


flashes a minute, or faster if desired. Further 
information can be had from Light Products, 
Inc., 407 Commercial Center street, Beverly 
Hills, Calit 





Revolving Displayer 
Aids Gift Wrap Sales 


A revolving display designed to increase 
the sale of gift wrapping papers, ribbons, 
and accessories has been designed by The 
Papercraft Corporation, Pittsburgh, and 1s 
now ready for nation-wide distribution to 
drug stores, stationery shops and department 
stores through “Kaycrest” distributors. 
Frank Silber, director of merchandising for 
Papercraft, announces that the new “Kay- 
crest Carousel” was developed as a result 
survey conducted among hundreds of 
retailers currently selling gift wrappings. 
All reports showed a serious need tor a con- 
merchandising those 
sold) primarily on 


of a 


method of 
which 


venient 
products are 
impulse. 

“In designing the carousel display,” Silber 
stated, “we studied important mer- 
chandising problem at the retail level. We 
found that retailers have only’ Iimited 
counter space, they lack adequate display 
facilities to render complete, yet simplified, 
self-service. Now within 18 square inches 
of space, dealers can display as much as 
$70 merchandise on this novel 


every 


worth of 
rotating fixture. 

“Most displays in the gift wrapping field 
are cumbersome and costly to install. This 
permanent type unit of metal construction 
is delivered completely assembled ready to 
sell. It brings merchandise into prominent 
view for quick, easy selection by the 
sumer.” 


con- 


Domestic Woods Properties 
Shown On Free Chart 

American Wood Working Company, 1682 
North Lowell avenue, Chicago 39, has pre- 
chart showing the properties of 
woods will send a free 


pared a 


domestic and COPS 


on request 


—This beautiful coronation display is from Stern's, New York City, and features seven dolls made 


especially for the event by Frances Elinor Ravca, who — with her husband Bernard Ravca — is well 


known for the character figures. 


Represented are the following British queens: 


Matilda, Mary |, 


Elizabeth |, Mary Il, Anne, Victoria, and Elizabeth II in coronation regalic— 
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increase 
Sales 











with 
motion! 





it swirls! 


greater movement of 


time. 








it twirls! 








MOVEMENT IN DISPLAY leads to 
merchandise. 
And Vue-More motion devices draw 
crowds, promote sales activity every 


This latest Vue-More exclusive, the 
patented Mystery Turntable, is a real 
trafic stopper. The moving platform 
mysteriously glides over the mirror- 







@TISITTD MYSTERY TURNTABLE 


shows all sides of your selling story 





$295° List 


base, skirts 
edges breathtakingly, with no indica- 
tion to the viewer of how it works, 
exhibits product from every angle. 
You are assured of reliability when 
you use Vue-More display turntables. 
For full information on the most com- 
plete line of motion devices on the 
market, write for catalog MT today. 


surface of the 


smooth 


See it at the show! Bob Soman, Brevel sales manager, will 
be at the Conrad Hilton Hotel during Market Week with the 
new Mystery Turntable and the complete Vue-More line. 


BREVEL PRODUCTS CORP. 


508 BROOME STREET, 


NEW YORK 13, N. ¥. 








STATE STREET DISPLAY 


[Continued from page 49] 


of woolens in a window by Reed Schlade- 
man, director of display at The Fair. 


mannequins outfitted 


Two 
with a suit, dress, and 
coat made by the yard goods department of 
the store were seen peering over a fragment 
washerwoman 


The 


galvanized 


of a gray, wooden fence at a 


who was laundering her new woolens. 
fabrics were puffed in ordinary 
washtubs, hung high in the window, and 
leit to spill out onto the floor. Huge 
clothespins fastened lengths of the woolens 
to the wall and to the tence and at either 
side of the display additional patterns were 
puffed in tubs and 


spread out over the 


Hoor. “Stop that gossip, girls! She's not 
crazy and she 1s washing her woolens” 
was the reassuring copy that stressed the 


feature otf the 
\ display (> 


promotion 

“Cloud 
shine coats with matching and contrasting 
hats umbrellas, solo by 
Schlademan which he handled in a manner 
that let: sold 


( Jn) each ot the backwalls of 


chasers” rain. o1 


and was another 


no doubt of what was being 
storm-gray 
the double window a huge plywood umbrella 
' painted in hrite 

brella, a copy of a model displayed, were 
\ntique lightning 
with bits otf colored 
fastened from ceiling to 
Tall) 


lines on the um 


lai with red cloth Lap 
glass 


floor, 


ro’s and wires 
attached. 


represent 
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Signs That Lead the Wa y! 
SPAN JER 


Three Dimensional Display Letters 


To "Pep-up" a particular department in a 
store or to more effectively identify some 
better 
medium than raised wood letter signs. . . 


important section, there is no 
made with Spanjer wood letters — in stock 


for immediate shipment! 


WRITE for FREE illustrated 
folder and price list TODAY! 





267 Mt. Pleasant Ave., Newark, N. J. SPANJER BROS. 1160 Howe St., Chicago, Ill. 





The advent of a displav ot Dacron, a 
new fabric in mens wear, stopped trathe 
at Maurice LL. Rothschild’s. “Let it) rain 


100 per cent Du Pont Dacron 
tropical suits will keep in through it 
all” appeared to be a suggestion 
While the display 
black 


betore a natural color 


or let it sizzle, 
Press 
welcome 
kept 
wrought-iron palm tree plaque 


Was simple with a 
hung 


matchstick blind and 


wrought-iron risers upholstered with gray, 
nubby fabric, the array of so many items 
made from the material caught the eves of 
practical men \ short commentary on the 





“PARKCRAFT” 


RUSTIC 
FURNITURE 


COMPANY, INC. 


BIRCH 


Poles —— Branches 


CEDAR 


Poles — Slabs — Bark 


Rustic and Western Displays 
Williamstown, N. J. 


Phone: WI 9-6479 
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TO CREATE 
[oe ¢create ¢ 
DESIGNED 10 CREATE § 
designed to create 


igne re | 


create § 
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DESIGNED 


designed to create 













SION ED 


NEW! Introducing the 


MOST MODERN 


3-dimensional letters! 


23 new styles & sizes created hv Amer- 


ica's foremost designers. . KC 


PIN-BACK 


SANDED BACK 


Request catalog and somples | RACK 


Hernard Manufacturing Co., Inc. 


923B Old Nepperhan Avenue 
Yonkers, N. Y. 







White plastic-ceramic composition 
precision molded in- 
expensive! 







For use in 
e@ Signs 
@ Departmental headings 
@ P.O. P. Displays 
@ Exhibits 
@ interiors 
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production method printed on small 
cards and placed near the items described, 


Was 


along with varns that are woven into the 
miracle cloth Jim Murray, director of 
display, reported that customer reaction 


to the cloth shown tor the first time by the 


store in prints and plain colors has been 
far beyond expectations 

(ottons were starred in five” of (sold 
blatt Drothers’ State street windows cot 
tons that keep the customer looking fresh 
and cool tor daytime. othcee, and “‘atter 
five’ wear in all the wanted finishes and 
styles. J. Boghosse, display manager, han 


dled the display simply with a burro carrying 


a pack of cotton buds, a bale ot raw cotton 
to uphold the reader, and a spray of philo- 
dendron leaves suspended trom the ceiling 


The copy, “Just aint 
(sold 


COll- 


as center cle coration 


further toy Cottons, 


all” 


vince shoppers ot the wide rallye 


no use lookin’ 


blatt s has them Was designed to 


ol colors, 


stvles and finishes available 


Mother's Day at Goldblatt Brothers is a 
big event, one which enables the store to 
get a wide assortment of gift items into its 
windows. This year Boghosse turned the 
shoppers back to the days when mother’s 
love and devotion guided their tormative 
VeCa4grs The mood at tenderness and Cafe 
was implied by a mother concerned about 
the personal appearance of her young. son, 
represented by two papier mache figures 


on a stepped up unit of wood. The structure 
was covered with nylon ruching and a spray 
the stationed 


structure 


love, was 


the 


Ot roses, flower ol 


against it Lower steps of 


were utilized for a grouping of blouses, 
hats, umbrellas and a myriad of gifts. The 
reader stated, “M is for the many things 
I remembered on Mother's Day.” 


fun for the kiddies brought into 
the latest, playground 
equipment and play clothes tor juveniles at 
(;oldblatt's One of the windows de 
voted to the subject achieved an 
feeling by means of a side unit composed ot 


Summer 
view all modern 
five 
outdoor 


a few tree trunks with decorated leaves, 
surrounded by a white picket tence. Balanc- 
ing this unit was a canopied lawn swing 


for the little folks. “Children’s Go-Togethers 

Childrens’ playeclothes and Goldblatt’s 
playground equipment for sunshine tun in 
the sun” was the copy directed to that vast 
army of grown-ups who strive to keep their 
children provided with sate and sane amuse- 


ment. 


A solo 


time’ 


“Apple 
for a 


promotion ot 
the 
French garden scene in the first floor ladies’ 


window 


blossom cosmetics set pace 


ready-to-wear and accessories departments 


at The Fair. 


Man 


In the window, Reed Schlade- 
encircled a blooming apple tree with 
a white grill work banquette that matched 
the the 


metics were hung by pink ribbons trom the 


frame around proscenium. Cos 


ceiling and a serpentine composition wall 


enclosed a flower garden over which hung 
a pink bird cage. The old apple trees with 
attached 
the 


and 


made a festive decora 
State 
mannequins 


appeared on. all 


that 


cosmetics 


tion tor two Street 


the store wearing sheer 


pink dresses 


departments were tied in wiih the 


promotion 


entrances ot 


ledges ot 










































Displayman's Hobby 
Proves Valuable 

For some time, Reed Schlademan, display 
director of The Fair Store, 
spent his spare moments collecting unusual 
bits of 


(hicago, has 


drittwood and mounting them with 





The 


forms have proved so interesting that they 


wire to torm modern figures. resulting 
have been placed on sale in three modern 
shops in the Chicago area. A show at 
Stuart Brent's bookshop gallery on Michi- 
gan avenue last September brought a num- 
ber of sales, 

Schlademan does nothing to the drittwood 
except arrange it on wires in unique torms. 
He feels that the beauty ot the wood can 
not be enhanced by sanding or cutting. 

A number of the forms will be displayed 
during the Display Market Week in Chicago 


and offered tor sale as display props for 
mens wear, resort wear, and tor modern 
room settings. They will be on view in a 


room at the (Congress hotel. 


Prepared Gift Boxes 
Ready For Display 
To eliminate the necessity for the display 
department to make up gift boxes tor various 
promotional events throughout the vear, the 
Brooklyn Folding 
prepared a line of gold and silver toil gift 
ready tor the window. <A 
request to the firm at 150th street, 
Jamaica, L. L, N. Y., bring 


Box Company, Inc., has 


display 


95-12 


boxes 


will details. 


Perry Heads Display 
For New Store 
Frank 


the Davison-Paxon, 


Atlanta display staff has been named display 


Perry, ot 


manager tor the new branch store located in 
Athens. Ga. 
director for 


Cogswell Cromwell is display 
Davison's. 


Eric Schwengel Resigns 
Position With Darling 

kric O. Schwengel has resigned his posi- 
tion as national with the L. 
A. Darling Mich. His 


future plans have not been made known, nor 


sales manager 


(Company, Bronson, 
has Darling announced his successor at this 
time. 
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NOW IN ITS FOURTH YEAR! 









We announce our ever-growing FOURTH ANNUAL 
DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 





The success of the 1952 contest is best indi- 
cated by the 3,104 entries which were re- 
ceived from all over the world. We are 
confident that the recognition of the world’s 
finest display skill afforded by this contest will 
have a definite influence in directing more 
attention to the importance of display in 
retail merchandising. This Fourth International 
Display Contest — with 306 awards — will 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 
There are no restrictions. 














1. Women's and Misses’ eve- 35. Yard goods. 


ning wear. 36. Notions. 
2. Women's dresses. 37. Linens, bedding. 
3. Women's sportswear. 38. Furniture. 
4. Women's coats, suits. 39. House furnishings. 
5. Furs. 40. Paints, Wallpaper. 
6. Bridal display. 4}. China, glassware. 
7. Lingerie. 42. Silverware. 
8. Millinery. Po pn 
9. Women's footwear. . Luggage. 


45. Sporting Goods. 


10. Women's hosiery. 46. Musical instruments. 


11. Handbags, umbrellas. 47. Radios, television sets. 
12. Women's gloves. 48. Gift novelties. 

13. Jewelry. 49. Books. 

14. Women's handkerchiefs. 50. Stationery. 

15. Corsets, surgical garments. 51. Greeting cards. 

16. Women's bathing suits. 52. Drugs. 

17. Cosmetics, perfumes, etc. 53. Tobacco, smoking 

18. Children's epperel. equipment. 

19. Children's footwear. 54. Groceries. 

20. Children's hosiery. 55. Candy. 

21. Infant's wear. 56. Liquor, other bottied goods. 
22. Men's clothing. 57. Refrigerators. 

23. Men's shirts. 58. Ranges. 

24. Men's neckwear. 59. Laundry equipment. 

25. Men's hats. 60. Lamps. 

26. Men's shoes. 61. Electric and gas appliances 
27. Men's socks. 62. Vacuum cleaners. 

28. Men's underwear. 63. Kitchen equipment. 

29. Men's swim suits. 64. Garden tools and 

30. Men's sportswear. equipment. 

31. Men's toiletries. 65. Hardware. 

32. Men's robes. 66. Automobile showrooms. 
33. Men's evening wear. 67. Automobile accessories 
34. Men's gloves. and equipment. 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, cinc:nnat!, on10 
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. Florist display. 

. Photographic equipment. 
. Optical goods. 

. Exhibit booth. 

. Exhibit display. 

. Institutional display. 

. Civic display. 

. Christmas interior. 

. Christmas facade and 


marquee. 


. Christmas window display. 

. Floats. 

. Showcards, pen-lettered. 

. Showcards, machine-lettered. 
. Showcards, hand-lettered. 

. Banks and other service 


institution display. 


. Travel display. 

. Animated display, interior. 
. Animated display, window. 
. Anniversary display. 

. Valentine Day display. 

. Easter display. 

. Mother's Day display. 

. Cotton Week display. 

. Father's Day display. 

. Independence Day display. 
. Thanksgiving Day display 
. Style show setting. 

. Interior ‘'shops"’, such as 
"Town & Country’, ‘Bud- 


get’’, etc. 


. National advertiser's display 
. National advertiser's display 


unit. 


. Miscellaneous. 





Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 98 
classifications covering every type of mer- 
chandise. In addition, a gold medal will be 
awarded each month for the best display 
entered in the contest during that month. 
Thus there will be a total of 306 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 
strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. 
Read the rules carefully and get your entries 
started today . .. and keep them coming. 
The more entries submitted, the better your 


chances for international recognition. 


1. Any displayman in the world may enter this contest; 
it is mot necessary to be a subscriber to DISPLAY 
WORLD. 

. All entries must be of displays installed during the 
year 1953. 

3. Entry is by means of one or more unmounted black. 
and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 

4. Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 

contest classification. Example: ‘‘John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 74’. 

. All entries become the property of DISPLAY WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

7. Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the ‘Display of 
the Month’. The contest ends December |, 1953. 

8. The entry judged best in its classification will re 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great. 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaque. 

9. Each photograph entered will be eligible for only 
one classification. 

10. Judging for the annual awards will be done by an 
outstanding board of well-known display authori. 
ties. Their decisions will be final. 

11. Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 

12. In case of a tie, duplicate awards will be made. 
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SEE IT IN CHICAGO! 


The new "SPACE SHIP’? MONO. 
RAIL ride attraction. 


Rides kiddies OVER the toy de- 


partment. Saves floor space. 


Demonstration by appointment 
during Market Week, at Sear's 
State Street store in Chicago. 


Phone SEeley 8-0556 


ROCKET EXPRESS 
SYSTEMS 


1151 W. Chicago Ave., Chicago 22, Ill. 








SNOW PAPER 


New and  diflerent with beautitul high-relief texture 
Originated and exclusively manufactured bv wus 48° wide 
ee per vard WRITE FOR EFREI SAMPLI AND 
NEW CATALOG OF FALL DISPLAYS 
BARTH'S DECORATIVE STUDIOS 
1515 N. Chestnut St 


Viers frtiificial Flowers and Decoratives for 
Hindow and Interior Display 


(olorado Springs, Colo 








USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
$4.00 Per Column Inch—.CASH WITH ORDER 
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(Continued from page 30) 


Simply by playing Santa Claus in a local depart- 
ment store. Perhaps "simply" isn't the word to 
use in describing his work. He brings to it the 
actual appearance of the good saint as people 
visualize him, the deftness of an artist and the 
flair of a born showman--but more than all of 
these is his deep appreciation for the meaning 
of Santa Claus in the mind of a little child. 
The man is Bill Strother, and Miller & Rhoads pays 
him $1,000 a week for his services during the 
holiday season; they consider it money well 
spent. So fine is his work that articles about 
him have appeared in numerous newspapers, the 
Saturday Evening Post, and various house organs. 
Even sermons have been preached about his per- 
sonification of the spirit of the season, and 
retailers all over the country have been urged 
by merchandising authorities to send representa- 
tives to study his methods. 


All this is simply by way of preliminary 
to the point I want to makes: why can't this 
same feeling for the role of Santa Claus be 
carried into the windows and interior displays in 
which St. Nick makes his annual appearance? Why 
is it that display firms which pride themselves 
on the quality of their products turn out Santas 
whose faces are twisted monstrosities instead of 
beaming and benign? And why do discriminating 
displaymen accept them? It is something I have 
never been able to figure out. Surely if the 
appearance and conduct of Santa's living counter- 
parts in retailing are so important, the appear- 
ance of the inanimate Santas used in displays is 
important, too... 


Some of you who read this may be doing so 
at the annual Display Market Week of the National . 
Association of Display Industries. If so, you 
can probably confirm the advance prediction that 
it will be the finest Market Week held to date. 
As this is written on June 2, most of the exhibit 
space has been taken and reports of registrations 
from displaymen indicate that it will be ex- 
tremely well attended...See you there. 












Cordially yours, 


R@ keh 


DISPLAY WORLD 
















THE CHALLENGE 
OF SELF-SELECTION 


[Continued from page 58] 


number of items you can profitably show and 
sell stops at point “x” and that beyond that 
point you are wasting your effort and merely 
confusing the customer, then he has provided 
a valuable contribution to the buyer and to 
the store in general. 

| mention these things simply to remind you 
of some of the larger forces that are being 
brought to bear on the whole problem of 
fixture design and = retail merchandise = pre- 
sentation. The whole problem was expertly 
summarized in the March 1953 issue of Stores, 


a special issue devoted to simplified selling, 


When the National Retail Dry Goods Asso- 
Clation spoke to its members as follows: 

“The merchandise presentation job... 1s not 
one for the architect. Nor is it... entirely 
one for the fixture designer, the merchan- 
diser, the display manager or the researcher 
alone. It takes a combination of all these 
talents to produce fixturing that will expose 
goods neatly m such a way that slow sellers 
can not be pushed into spaces assigned to 
best sellers and so that there will be con 
tinuous, easy replacement of items by size, 
colors, styles, and prices in proportion to thei 
rate of sale so that dramatic spot displays 
will still be possible.” 

This seems to me to strike right at the 
heart of the problem. We're all in this  to- 
gether and to expect even the most expert 
fixture designer to solve our problem single 
handed is to misunderstand the situation al 
together 

Now let's take a look at how all of these 
factors we have been discussing have an effect 
on the design and function of fixtures. I'll 
start with one of my favorite subjects and 
summarize it im three short words: “Show 
cases must go!” We discovered this a long 
time ago at Sears and are gradually working 
towards their elimination throughout the sys 
tem. Recently we have been gratified to see 
our sentiments reflected in the trade press and 
i modern store planning in general In our 
opinion showcases are the best instruments 
ever designed for keeping merchandise. And 
we really mean “keeping” . . . keeping it 
until you have to mark it down, eat it, or give 
it away. In my opimion the showcase, in most 
stances, is the “deepfreeze’” unit of retailing 

_. ©. K. for holding merchandise im sus 
pension or protecting it from the customer, 
but strictly taboo 1f you want to keep mer 
chandise moving 

However, when we say showcases must go, 


- 


we dot 


‘'t necessarily mean they must go at 
this instant \ny change in fixtures directed 
toward facilitating self-selection can be grad 
ual and relatively inexpensive . you might 
even begin by merely taking the glass out 
of vour showcases, thereby exposing the met 
chandise to your customers for maximum east 
of self-selection 

Fixtures must be planned to expose the 
most possible merchandise to view and to 
touch. The more you can stimulate handling 
of merchandise the more sales you art 
going to get 

At Sears we take a certain amount ot 
pride in our famous catalogue. I say that on 


every page of this great hook there 1s al 
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BOMB TYPE 
FREON 

Instant customer appeal. Just shake can —— 
and paint no mixing. no clean-up, no 
compressor or hose needed! Guaranteed 
non-clogging, removable spray valve. Ideal for 1001 
paint and touch-up purposes around the Display 
Shop. Show Window or out on the job. Colors in- 
clude Chrome Aluminum, Gloss White, Gloss Black. 
Meadow Green, Bright Red, Medium Gray, Royal 
Blue, Ivory, Bright Gold, Clear Acrylic Plastic, 
Copperplate, Yellow, Black, White and Aluminum 


Lacquer. 





Attractive Merchandiser Displays Available. 
Write for color cards, literature and prices. 


DEALERS & WHOLESALERS: Opportunity for several 
select, protected territories still available. 


Champion Bronze Powder & Paint Co., Inc. bisptay pept. « CHICAGO 12, ILL 


DISPLAY DEPT. e CHICAGO 172, ILL. 











REED & RATTAN 


IN FASCINATING 
NEW TREATMENTS 





-—— ee eee ae 


Seer e Peres re LETT TT eee eee TT eee ee Te 
en ee ee 


Showing at the Chicago Show June 
27 through July |. Conrad Hilton 
Hotel, Room 528-A. Stop in and 
say hello. 


A. LUT 


3 West |8th Street a New York II, N. Y. . CHelsea 2-6264 



































Mi DY-O-RUG 
| FOR COLOR MAGIC 


The Perfect Dye for Display Purposes. 
Saves Time—Saves Money—Easy to Use. 


lacted ¢ 


| pre 
GRIF TEX 3838 


na pmaners aad 
| 
yd scter and b. ina t your NG nt 


Pp! Juctior Send for FREE Swatch Book otal 


Get color harmony or renew worn, faded carpets 
without removing from floor. Also wool fabrics 
draperies, etc 





Easily applied — Ready for use next day Pint 
covers 108 square feet — 14 colors 


PRICE — All colors $2.29 pt. — Black $3.00 pt. 
x GRIFFIN GRAPHIC ARTS HELMS CHEMICAL CO. 


*® 155 Fourth Avenue, North * Nashville 3, Tenn. * BROOK, INDIANA 


e (OBBERS INQUIRIES INVITED @ 
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EASY-GRIPPING ACTION —rapid, precision driving — 
light weight and ready portability — are features of the 
Hansen Tacker that appeal to the displayman who in- 
stalled this window in ART SCHACHTEL'S MEN SHOPS 
in Chicago. 


















Backgrounds are tacked neatly in place — floors are 
covered quickly —and scores of other display jobs are 
done with speed and ease with Hansen. Use it for 
putting greater selling power in your displays. 


A. L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVENUE 


d \ 
HANSEN] CHICAGO 40, ILLINOIS 
ay 



















ATTENTION DISPLAY DEALERS 


THROUGHOUT U.S.A. 
AND CANADA 


We are large preservers of Trans- 
parent Oak and would be very 
glad to submit samples with prices. 
Various colors: Two Tone Red and 
Yellow, Brown Tone, Green Tone 
and Pastel Colors. 











@ Fox Tails, Natural and Dyed 
@ Sea Oats, Natural and Dyed 
@ Florida Moss—Natural and Dyed 


FLORIDA 
LEAF AND FERN CO. 


W. C. & T. S. Rumbley, Owners 
TRANSPARENT OAK SANFORD. FLORIDA 
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wy OPPORTUNITY EXCHANGE 

: * In 1/2 lb, Flat Boxes For any WANT AD purpose: 

; ~ eee POSITION WANTED POSITION VACANT 
§ SEND $1 for 1lb. SAMPLE (50 Ib. Min.) USED DISPLAY EQUIPMENT FOR SALE 
8 to cover handling (ete) costs. 0 #17-420- #24 | REPRESENTATIVES WANTED 

: Srteomen 008 Bones Saree ee. $4.00 Per Column Inch— CASH WITH ORDER 



























lesson for retailers. Here you have a subtle 
blend of sound merchandising and _ layout 
skill. keature items are aggressively pro- 
moted by the tricks of size and position they 
are given on the page. Questions are antici- 
pated and answered, much the same as they 
should be anticipated and answered by in- 
formative signs and packaging and _ labeling 
at the point-of-sale. The catalogue page 1s 
packed with information, and everything the 
customer needs to make his own choice 1s 
there. The ideal goal we have sect for Our- 
selves at Sears is to arrive at a fixture design 
and merchandise arrangement that would work 
as surely and as scientifically as the catalogue 
page. And why not? Creative imagination 
and ingenuity can help us stage our feature 
items with drama and taste; sound merchan- 
dising sense can help us arrange items on 
the “good-better-best” scale that permits cus- 
tomers to trade themselves up. With self- 
selection on the rise, we are going to have to 
supply more and more point-of-sale informa- 
tion in the form of factual signs and packag- 
ing covering the features of the merchandise 
not visually obvious to the customer. Talk 
about self-selection ! You can't beat the 
catalogue for simplicity, power and persuda- 
sion. As a refresher course for retailers inter- 
ested in self-selection | can seriously recom- 
mend a re-examination of Sears’ catalogue or 
ally other good mail order book. 

To stores teetering on the verge of a shift 
over to a new system of. self-selection, a 
word of warning: you ought to be like the 
blonde in the beauty parlor . . . don’t go too 
far! Don't jump out of character so that 
your old friends and old customers won't 
know you. In these shifting times all of us 
must be conscious of store “character” 
the image we cast in the eye of the customer. 
Abrupt or radical changes in fixtures and lay- 
out are not desirable if they give us a false 
front. We recently installed quick service 
systems experimentally in two Sears stores 
in the Kast. We went to some lengths to 
work with what we had... standard fixtures, 
traditional layouts and so forth and _ finally 
evolved a system that blends very efhciently 
with the Sears way of doimg business. Simi- 
larly other stores will have to work out their 
own systems through experimentation 
bearing in mind as much as possible the need 
for preserving your store character. 

(ne other practical lesson we have learned 
at Sears through much trial and error is this: 
plot your departments so that you have at 
least 10 per cent or 15 per cent of your sell- 
ing area left for promotional purposes. This 
“breathing space’ will give you a chance to 
get some promotional bounce and rhythm into 
your displays, give you a chance to. shift 
accents with the season and give you a chance 
to make stimulating changes for sales and 
special events. It took us a long time to learn 
that the perfectly planned department can 
sometimes be too rigid, too hard to live with 
and sell with! 

One of the important questions that presents 
itself when you begin to talk self-selection 
and the development of extremely open type 
of displays is the problem of pilferage. We 
feel that we can offer you a good deal of 
reassurance on this particular poimt. We 
probably have a higher proportion of open- 
type displays than many other retailers, both 
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MAGNANI 








SPECIAL FEATURES 


! of our POPULARLY PRICED Line 
of MAGNANI MANNEQUINS 


2. 
3. 
4. 
3. 


Retailers: 
Jobbers: 





MANNEQUINS in PLASTIC 


made LIGHT — priced RIGHT! 


1. Rubber-backed Wigs with tension steel springs 
Rubber Ears for lifelike appearance and earring use 
Children's Mannequins with lifelike rubber hands 

5 YEAR GUARANTEE AGAINST BREAKAGE 
Reinforced plastic backed with fibreglass 


OVER 100 OTHER STYLES FROM WHICH TO CHOOSE 


Contact your local jobbers. 
Send for latest photo catalog. 


GOLDSMITH and SONS 


332 Broome Street @ New York 22, N. Y. 











in hard and soft lines, but as a matter of fact 
our losses from pilfering are even with or less 
than the national average. In our opimion the 
problem of pilferage need not be a bar to the 
developing of the most accessible type of pre 


make. What 


Maybe some 


sentation you can happens on 
an open display of neckties ? 
body steals a few ties from the rack but you 
sell a lot more ties than if you kept them in 
the Proportionately 
you're ORK. 

And 
in fixture design. 
some of the shifting factors we 
talked about must lot 
selling information. Under self-selection, fix- 
tures have a lot more work to do than merely 


showcase “deep freeze.” 
to 
Fixtures designed to meet 
that 
carry a 


now we come an important point 
have 


today more 


holding merchandise. They must have room 
for signs and cards to help complete the sell- 
ing job. They must be visual-selling fixtures 
in the sense that they have 
to do to fill the gap left vacant by the absence 
of This full 


of all merchandise, not pigeon holes or stock 


a lot more selling 


a salesperson. means exposure 


bins as we so often see. There is an immense 
amount of work to be done in this direction, 
and it provides a real challenge for all of us. 

Inevitably tied up with signing of fixtures 
and with the whole problem of providing more 
information at the point-of-sale are packaging 
and look to their 
sources to support them on these points will 


labeling. Buyers who 
want to re-examine their whole approach to 
packages and labels in the light of the latest 
developments of In a_ self- 
contained operation like Sears we are making 


self-selection. 


the packaging and labeling program a closely 
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coordinated operation along with our whole 
program of extending quick service facilities 
and self-selection in general. Here again it 


pays to penetrate more deeply into merchan 
dise planning. Careful cus 
habits to 
provide the package designer and the manu 
facturer with much good advice about pack 
labels. And with packaging 
labeling picking up of the burden of 
information for retail selling, the job of per 
little bit 
easier if the products and packages are made 
to speak for themselves. 


observation of 


tomer selection will enable you 


ages and and 


SoTne 


fecting self-selection will become a 


The perfect fixture hasn't been designed yet 
| wish | had a ready-made formula for you, 


but | haven't. All I can do is to set up a 
check list of questions that should be faced 
before walking into a= fixturing problem 
With the whole trend towards self-selection, 
open display and acceleration of shopping 
habits, these are some of the questions we 
will want to ask about the fixtures of the 
future : 


1. Are they flexible enough to permit easy 


manipulation of displays by salespersons so 
that these people can vary table top arrange 
ments without assistance from display per 


sonnel or others ? 

2. Are they designed to give you plenty of 
backup stock space . .. immediately adjacent 
to your selling display so that you can run 
in deep assortments and keep the goods flow 
ing at peak periods? 

3. Are they designed to give your best sell 
the best Do 
they permit grouping of related items and do 


ers possible selling emphasis ? 


| 














Hello Boys! 


See You In Chicago 
—Phil Weinberg 


Ww 


DISPLAYFULLY YOURS 


58 W. 36th St. | New York City 














CHRISTMAS CANDLES — 3" x 25” 
Heavy tubing covered with Glossy Red Paper, with 
realistic White Candle Drip, Red and Gold 3-dimen- 
sional Foil Flames and separate Green bases. Packed 
12 in carton, wt. 8 ibs. Can be shipped Parcel Post 
See your jobber. $14.00 dozen. Write to us. 


THE MULDNER COMPANY, INC. 


397 BRIDGE STREET BROOKLYN 1, N. Y. 








EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty 


Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 


Importers — Mfgs. — Exporters 
56 W. 36th STREET NEW YORK 18, WN. Y. 





WHEN WRITING ADVERTISERS e 
PLEASE MENTION DISPLAY WORLD e 
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A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 


| 
' | ha 
VCLAMTAAL mugmal 
“ss 
ve, aN, 


’ 











See us af... 


BOOTH 17-18 
NADI Show 


Conrad Hilton Hotel 


CHICAGO, ILLINOIS 


June 27 to July 1 


1196 Merchandise Mart 
Chicago 54, Illinois 


i 


/ 


give the customer a chance to trade 


himself up? 


they 


4. Do they have facilities for proper sign- 
ing’ This is most important if the fixture or 
the merchandise has to do most of the selling 

5. Do 


opportunities to 


they provide ample promotional 


highlight and dramatize 
items 7 

6. Have they been conceived with an eye 
favor and character ? 
\re they limited in height so that they permit 
a tloor-wide view by your customer ? 
that 


you can influence the responsible people, work 


to preserving § store 


let me remind you, too, insofar as 


for more informative packaging and labeling 


as these can make even poor fixtures work 


well. And last of all, re-examine your whole 
pattern of merchandise assortments to see that 
It 3s 
our job as merchants to build the most eff 
efthcient, that 
and 


they fit the conditions you have to face 


cient assortments possible 


is, from a standpoint of sales velocity 
turn-over in relation to space and equipment 
That 


fixture “faucets” 


way we will not be jamming up your 
with too much pressure and 
spilling our assortments beyond the bounds 
of reality. 

And, finally, let me point out that in all of 
this there 1s no substitute for 
Hoor Like the father of a 


a lot of such floor-walking to do. At 


walking the 
new baby we 
have 
Sears we're trying to spend more and more 
time observing the customer ... his habits, 
his needs, the psychological quirks that make 
We 


when 


him pick up this item, pass up that one 
will 
we say that practically 


believe all retailers agree with us 


everything we have 


in our retail establishments today we owe to 


our customers All we have to do 1s watch 


him and give him what he wants lf we 
do that were moving a long way on the road 
to advancing the entire cause of self-selection 

Kemember self-selection does not mean self 
It is essentially exposing the mer 


that he 


service 


chandise to the customer. s« can see 





it, handle it and learn its features . . so 
that he can make his selection and buying 
decision in the shortest possible time. (ur 
job is to make that as easy as possible for 


him and as profitable as possible for us 


Awards Are Announced 
In Baseball Contest 


S100 1953 
contest 
(;00ds Dealer. 
were won by W. G. Mudge, Arm 
Rapids, and Jim Dalberth, 
Rochester, N. Y 


large windows, Luke 


awards of each in. the 
Play Ball’ 
by The 


Top 
“Let's 
sponsored 
St. Louis, 


strong s, 


window display 


Sporting 


(Cedar 
Ruby's Sporting Goods, 
(ther winners were: 
Spear, W. A. Holt Company, Houston, sec- 
ond; ¢ ly M. Ward, The Athletic House, 
Knoxville, third, and George H. Wagner, 
Brandeis, Omaha, fourth. Small windows, 
(jatliff, Railey-Milam, Inc., Miami, 
Howard A. Bumba, Levy Brothers, 
third, and Steve Kondas, 
Stambaugh-Thompson Company, Youngs- 
town, Ohio, fourth. 


Robert 
Sef ond . 


Inc.. Lousy tlle, 


Store Fixture Company 


In New Location 

Armstrong Store Fixture Company, manu- 
facturer of counter and display fixtures, has 
moved its general office and manufacturing 
plant to larger quarters at Glenshaw, Pa. 
\s a result of the move the company has been 
The 
1513 


able to expand its production tacilities. 
company was tormerly located 


Locust street, Pittsburgh. 


Zepel Is Appointed 


By Schlossman's 

Joseph Zepel has been appointed director 
of store planning and display for Schlossman 
Department Stores, New York City. The 
stores are located in Manhattan, the Bronx, 
and Jamaica, L. I. Zepel was tormerly in 
charge of display for Hearn’s-Bronx 


—Credit Hermann Schlipphacke, display director of Westdeutsche Kaufhof A/G, Cologne, Ger- 


many, for this unusual fabric display. 


The giant purse is made up of fabric lengths and is 


complete with clasps, chain, and frame— 


DISPLAY WORLD 














Display Firm Wins 
Two Ad Awards 


First 


place awards in two categories 
were won by W. L. Stensgaard & Associates, 
Inc., Chicago, at the Ilth annual award 


dinner of the Chicago Federated Advertis- 
ing Club. 
In making the 


stated that instructions to the judges were 


awards, the chairman 


that winners should be chosen on the fol 
lowing bases: first. the value of the idea 
to create sales or promote a Cause and, 


second, the effectiveness excellence ot 
Among 
were: 1s the 
have an intriguing twist? 
idea get quickly? Is it 
one likely to move people to buy or remem 


Are 


and 
design, composition, and technique. 
the sub-considerations idea 
new or does it 
Does the 


ACTOSS 


ber the product or cause it promotes? 


the composition and layout tundamentallys 
sound and its imagination and originality 
of treatment apparent’ Is the illustration 


appropriate to the idea and in good taste 
and is the art technique different that 1s, 
better and above average 

First place award for a “counter display, 
permanent’ was won jointly by Cluett, 
Peabody & Co. and the Stensgaard organi- 
zation for an Arrow shirt display featuring 
a dimensional cake of ice. The ice cake 1s 
sculptured of plastic, softly tinted in 
blue tones in an amazingly realistic manner, 
with ice 


icy- 


tongs bearing the sales 
cake idea tells the cool. 
ness story quickly with a minimum of copy. 
Maurice Krier, district manager, 
accepted the award tor Cluett, Peabody & 
Company. 


complete 


message. The ice 


( hicago 


The other first place honor was awarded 


jointly to Stensgaard and United Wall- 
paper, for the United Wallpaper “Deco- 
rating Center” in the classification “floor 
and island display-merchandiser, perma- 
nent.’ It 1s designed to make it easy tor 


the customer to buy and for the sales per 
sell wallpaper. A Ingenious 
device is used tor holding than 500 
wallpaper patterns, which are for the first 


son to new, 


more 


time classified and indexed by color selec 
tions. It has been determined that people 
buy by color preterence and that about 


40 per cent of the wallpaper purchased 1s in 
green Classifications, 20 per cent in gray, 
and 20 per cent in white background colors. 
On the back of each sample intormation 1s 
given as to price and suitability to various 
rooms and design periods and other papers 
that The “Deco 
rating Center’ is considered a genuine con- 


make good combinations 
tribution to improve customers’ service de 
signed for self-selection and selling of wall- 
paper. It reduces the space for selling wall. 
paper from as much as 70 cubic teet down 
to 7 cubic feet. Kk. W 
accepted the award for United Wall- 
paper, Ine. 

Stensgaard has won first place in Chicago 
Federated Ad Club classification tor tour 
(other ) 
radio, television, magazine, 
The 


be AaAuUSe 


Keam, vice-president 


sales, 


consecutive yvea®&s. classifications in 


clude newspaper, 


and direct mati. event 1s of national 


~ 


(Chicago 1s the head 
othce 


leading agencies as well as of many national 


( oOnseque4»n c 


quarters or a main site for most 


advertisers. All advertising award winners 
were on display in the toyer ot the Terrace 


Room of the Morrison hotel the evening ot 
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Broadstrect’s — 
Fifth Avenue, 
One of 
America’: 
Wetter a 
Uses 


Witten 5 


ellters 














ry . . . . . . . . . « 
The big names in retailing, stores with nation-wide reputations, employ Mitten’s Letters 


to put character into their sign and display work. 


Broadstreet’s, Fifth Avenue, is no exception. 


Easy-to-read sales messages and signs such as the one shown in the illustration above are made 


with Mitten’s Letters. In addition. at 
Gump's, Macy’s 
playing a featured role. Along Fifth Avenue 


Peck constantly use Mitten’s Display Letters. 


message by their clear, readable simplicity. 


stores such as 
where outstanding displays are commonplace, you'll find Mitten’s Letters 


Bullock’s. Robinson's, Stern Brothers, 


B. Altman. Franklin Simon, Russek’s, Peck & 


They use them with all kinds of displays, with 
every type of merchandise and in almost all store departments. 
America’s better stores choose Mitten’s Letters. 
Mitten’s Letters are designed for flexibility. 
work together in countless combinations, serving two purposes at all times: 
through their modern, yet classie beauty of line and form. 


It’s with good reason that 


The fourteen letter styles are designed to 
First. to decorate 
Second, to emphasize a sales 


Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering satin 


to the roughest concrete, depending on the effect you wish to achieve. 


Their depth of relief 


gives beauty and readability to the message, and by using side. direct or background illumina- 


tion, dramatic effects are easily obtainable. 


Mittens Display Letters are less expensive than 


wood or plastic cut outs, are much more attractive and are ready for instant use. 
For complete information and prices, write for Broadside No. 27D 


Manufactured by 


Mitten's Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 
Distributed by 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. 


ST. LOUIS 3, MO. 








where the awards dinner was held 


May 2/7, 


for a capacity audience. 


Process Preserves Flowers 
For Indefinite Period 


Real flowers. preserved mdefinitely 1th 
their natural, three-dimenstonal torms and 
true colors, are announced by Spellbound 
lowers, Ine said to be the only business 


Sp IIbound 
te h 


kind in the world The 
called the first 
discovered fol the 


ot its 
process 1s successtul 


nique ever presel Vation 
of tresh, growing flowers 


\lma Doody ot New York 


City, whose achievement was inspired by a 


Inventor is 
secret for retaining color fidelity in pressed 
flowers, handed down through three genera 
tions of her family Kor the past 


devoted her time to 


( ight 


vears she has exhaus 


and 
retaining the 
ire sh 


tive study. research. experimentation 


armed = at shape a well as 


color of Howers Pertection otf the 


process makes if possible to otter these real 


Howers treated to last to the \merican 
market 

Introduction of Spellbound Flowers (wath 
many other uses oft these Howers scheduled 
to tollow) will be imaginative arrangements 
in shadow-box picture trames 

The flower arrangements are individually 
designed tor the 12 shadow-box setting 
Among the wide vartety ot tHlowers used are 
roses, daisies, anemont delphinium, lark 
spur, forgetmenot Zinnia and various 
types of greens 

National distribution is handled exclu 
sively by Spellbound Flowers, Ine 1173 
Sixth avenue, New York City 36 
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Introducing New Curved 


Pre-Bent 8 Foot Sheets 
Unframed and Unfinished 


No. 101-PB—One 90° bend from 24 in. 
stock. Finished size 8 ft. by 21 in. Per 
sheet $5.85. 

No. 103-PB—Two 90 
bends from 24 in. stock. 

Finished size 8 ft. by 18 
in. Per sheet $6.75. 

No. 108-PB— Ten bends 
on 3 in. radius to form 
corrugated sheet. Bent 
from 48 in. stock. Finish- 
ed size 8 ft. by 44 in. 

Per sheet $16.25. 
Crating chg. of $3.00 on 
orders less than $100.00. 


No. 103-PB 
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~ Peg-Board” Sheets 
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108-PB 


"Peg-Board” Fixtures 


Illustrated and described are just a few of 
the more than 88 plastic and metal hanging 
fixtures for use on \%” “‘Peg-Board”’ sheets. 


Shelf Bracket, 7'2” Rubber 
Sleeve. Dozen 
Shelf Bracket, 5!” Rubber 
Sleeve Dozen 3.60 
Shelf Bracket, 11'2°, Rubber 
Sleeve. Dozen 
Hook, 1'4"xl'2”. Per 100 
Hook, 1'2 "x" Per 100 
Double Hook, 3°. Dozen 
Double Hook, 4%". Dozen 
14” Flat End Hook. Per 100 
1” Hook ('4" Leop). Per 100 
1%” Hook, ('” Per 100 
a: 14” Hook, ('4” Per 100 
5X 1” Hook, ('4" Loop). Per 100 
9-2 Hook, (1° Loop). Per 100 
32-S Straight Hook, 4',". Per dozen 
6 Small Dish Easel. 


-21-A 


F-1-A 
$4.20 


Loop}. 


— ee 


Per dozen 
Literature Rack, 5'4"x7" 


Per dozen 


-21-B Literature Rack, 3547.5". 
Per dozen 

Literature Rack, 8',"xll 
Per dozen 

Literature Rack, 4°.9". 
Per dozen 

11%,"x9" File Holder Rack 
Per dozen 


Tool Rack. 


Per dozen 














No. 40-D. 





For a complete selection of “Peg-Board” fixtures, sheets and units. write 
for new broadside packed with merchandising ideas. 


Ask for Broadside 








Garrison-Wagner Company 


2018 WASHINGTON AVENUE 


ST. LOUIS 3, MISSOURI 








LOS ANGELES DISPLAYS 


[Continued from page 45] 


trunks at the extremities ot the window 


added to the atmosphere 


Ikxtending into the fishermen’s window 


was a related display given to 


needs, chets’ aprons, hats, recipe 


thermos bottles, paper cups, serving 
el 


teet 
Ie « rh 


than 10 
Manager of 


Featuring a table lamp mors 
high, Don Greer, display 
Hills, seated 
next to it tor comparative 
balanced this rigid 
with a delighttul 
stvlized cut 


ison s-Beverls 


dressed figure 


purposes and display 
spring-like ar 
lilies at the 


composed Oo 1M} 


element 
ranvement ot 


lett Lhe 


calla 


flowers were 


112 


barbecue 
books. 
tables. 


a life-size 


verted lamp shades which were illuminated. 


The 


hoard painted naturally in 


leaves and flower stems were cut-out 


shades of green 


and yellow. Green fabric was draped on 
the background trom behind the heroic lamp 
through the cut flower 
to another grouping of three standard size 
lamp shades in the left foreground, there- 
by emphasizing the third dimensional as- 
this further underscored by 


another 


shade, arrangement 


pects ; was 
arranging pattern of lamp shades 
which increased in size trom small to large, 
Haring out in two directions from the feet 
of the seated figure under the big lamp. 
The lamp base ot white plaster was trimmed 
with grapes and a bolt ot Ihght green raw 
silk connected the lamp to the word 
The type 


tour 


sign at its right entire poster 

















directed to the attention of 
passing traffic in public transportation or 
private autos. Very little foot traffic passes 
the window, consequently all elements are 
created on an expansive over-size scale and 
only such details as taken in at a 
glance are included. 

As for aesthetic display creations, William 
Meissners presentation of Ohrbach’s  bi- 
annual couturier collection of Paris origi- 
nals and their “literal American transla- 
tions” reached a new high. The presenta- 
tions also reached an audience estimated at 
over a million people. 

This spring’s collection of original crea- 
tions f famous French and Italian 


display was 


can be 


from the 
couturiers’ originals modeled side by side 
with Ohrbach’s identical reproductions and 
“literal American translations” received not 
only the Wilshire boulevard windows, but 
the works complete store-wide treatment, 
television, and a showing repeated 
eight times for large charitable groups. 

The window backgrounds were absolutely 
black, which aided effectively in centering 
interest completely upon the main. subject 
matter which consisted of two major ele- 
ments — an artist, and his painting which, 
of course, consisted of a mannequin in one 
of the latest fashions. 

Kach 5 by 7-foot frame for the portrait 
made of papier mache was painted white 
and brushed with gold. The artists which 
appeared in all five of the store’s Wilshire 
boulevard windows were just a trifle under 
lite-size reminiscent of Toulouse-lLautrec 
and the movie “Moulin currently 
showing down the street. Original oil paint- 
ings and sketches arranged casually at the 
base of the portraits and about the floor 
were trom a private collection. The floor 
was painted with gray enamel and the sign 
attached to the portrait frame stated, “Again 
Ohrbach’s 
europe’s 


press, 


Rouge,” 


artistry ot 
imported 


brings you the 


greatest couturiers 
fashions, second floor.” 

Outdoor sportsmen saluted at The 
May Company-Downtown with a window by 
Display Director Stanley 
tering primary interest on 
ment yet including a wide variety of other 
sportsman paraphernalia. The hunter's in- 
terest naturally tocused on three rifles which 
were mounted on a Japanese mat cloth 
panel in the center of the window. Tennis 
equipment nod with a= tennis 
racket and container of tennis balls 
ally placed on the easy chair at the center 
foreground. 
drawn at both left and right extremities of 
the display a black figure 
was next to the modern lamp on the table 
at the leit, and a golf cart with bag and 
clubs in. the corner ot the 
beyond the with the rod 
Golf balls, and a books on 
Various rounded out the display. 
Varnished, unpainted wood furniture, each 
item priced, finished off this attraction to 
sportsmen. 

Of the hundreds ot local Mother's 
tie-ups, John Cooke's at Coulter’s was both 
effective and original. Four mannequins 
grouped around an &-toot fan comprised the 
center of interest. Pink and green domt- 
nated the garments and the decorations. 
The tan of white organdy featured a 
cameo “mother” illustration done in a styl- 


were 


Thompson, cen- 


fishing equip- 


re¢ eived a 
Casu 


Golf enthusiasts’ attention was 
wire golfing 


display 
and net. 


right 
figure 
reels, dozen 


Sports, 


Day 
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Nineties 
huge 


ized Gay manner. Surrounding 
her white carnations, illustra 
tions ot fleurs-de-lis and a white bow. The 
ribbons trailing to two figures were lettered 
in gold “Remember” and “Mother.” 


were 


seclow 
the tan was placed a white wire flower cart 
on which more carnations displayed 
in steps. For elevation Cooke used a drum 
covered with green cloth, on which 
stepping cut-out board 
painted white. The large copy panel in the 
wire trame emphasized “Remember Mother” 
and a Scotty dog in the tar right 
corner held a sign designating the floor lo 
cation of the clothing displayed. 


were 


PTass 


were stones ot 


side 


Joseph Tilner, display director of Mullen 
& Bluett, arranged a of Mother's 
Day windows with a merchandising point 
which was to He presented 
giant pink and baby blue striped gift boxes 
from paper depths 

blue nylon 


with pink ribbon 


series 


easy grasp. 


whose tissue emerged 
lingerie. 


and 


hgures wearing baby 
The box, trimmed 
carnations, gift tag “To 


Mother with Love.” <A. light back 
ground was used for this interesting group 


reading 
blue 


bore a 


ing. The tertiary interest in the toreground 
consisted of small size items, perfume, arti 
ficial gift corsages, and beads as sugges 
tions for Mother’s Day. This display 1s 


not shown 


Miniature Train 
Issues Brochure 

\n 
firm's miniature train rental service 
Miniature 


describing the 
lor re 


attractive brochure 
tail stores has been prepared by 
Ind., 


brochure 


Rensselaer, and wall 
The 
ride attractions 
for the holt- 


Train Company, 
be sent 
that 
once regarded as suitable only 


on request. points 


out such in-store were 
day season, but now are being used tor more 


and more occasions throughout the vear. 


BRIDAL PROMOTION 
WITH A B.A. DEGREE 


[Continued from page 60] 


well as tour different 


a fine linen cloth, as 
patterns of 
A crystal chandelier was an important ac 


china, silverware, and crystal. 


cessory in this “Table Appointments with a 
B. A. Degree” window 

Five side windows were used to show 
“Trousseau Fashions with a B. A. Degres 
In addition to lingerie, an evening dress, 
cocktail dress, casual resort outfit, and 
swim suit were displayed. Kidney-shaped 
black wrought iron tables with glass tops 
held cosmetics, hosiery, and appropriate 
accessories. 

The three remaining windows contained 
the “Wedding Gifts with a b. A. Degree.’ 
Here again the tables were used to hold 
merchandise from gift, linen, and house 
wares departments 

“Our ‘Bridal Promotion with a B. A 
Degree’ was a success because nothing was 
left to chance,’ Tenney comments, “The 
planning was started in time, and_ the 
schedule for the various elements of the 


event was maintained.” 
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Returned Veteran Elected 
To Board Of Directors 


Announcement is made by W. L. Stens 
gaard, president of W. L. Stensgaard & 
Associates, Inc., ¢ hicago, of the recent ele 
tion of his son, W. H. Stensgaard, as a 


director and as secretary of the company 


W. H. Stensgaard is a graduate of Culver 


Military Academy and Northwestern uni 


versity. He was with the company as retail 
sales manager trom 1949 to 1951. At that 
time he was recalled to active duty as all 
army reserve officer, and served in Japan 


and Korea. During World War II he served 
in New Guinea, the Philippines, 
He is a ot the 
general, 


and Japan 
artillery, 
and Far East 
and holds one | » 
foreign medals, 
and two foreign unit citations 

He in Park 
wite and small daughter. 
Also 
ments by John G. 
ager the major 
(general Electric 
W. L. Stensgaard whereby General Electric 
retains the latter for point-of-sale merchan 


graduate army s 
adjutant 
intelligence 


service medal, 


infantry, 
schools. 


two service 


Ridge, Ill, with his 


reside ~ 
the signing of 
Porter, advertising man 


appliance division of 


(ompany, and 


announced 1s agree 


for 


Louisville, 


dising counsel for refrigerators, freezers, 
ranges, automatic washers, and automati 
dryers. The Stensgaard service has been 
used by GE since 1932 for refrigerators, 


except during World War II] 
1). Gleason, vice-president of 
firm, is 


vears. Richard 


the Chicago 


account executive. 


| 


' 


18" HIGH 


HOSE LEG 


WITH 


METAL BASE 
Only $2.95 


complete 
Net F.O.B. Chicago 


Never before 
there such a buy of- 
fered on HOSE LEGS. 
No. B-114 — Excep- 
tional quality. Made 
smooth plastic, 

colored full 


was 


of 
flesh 


round hose leg with 


rich 
black 
base. 
ORDER TODAY! 


Act Fast While 
They Last! 


| for the asking 
FREE - « « Our latest 
© 92 page catalog. 


looking, heavy 
crinkle - finish 





the FIXTURE MART, inc. 


314 W. Jackson St. + Chicago 6, 
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is 
ret 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau wil! 
be glad to supply the latest authentic informa. 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
ef any display problem. 


{} Air Brushes 
| | Airpainting Equipmest 
{] Animated Signs 
| Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
] Black Light 
} Bulletin- -Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Celer Ligh 
Composition Pieces 
f Crepe Papers 

Cut-eut Letters 
{] Cutting Machines 
{} Decaloemania 
{_}) Decorative Papers 
{} Display Fixtures 





omni amen Lament aue, hese ee Renee heen enna 
= SS eS eS SS ee 


{} Display Racks 

[} Dye, Rug and Carpet 
{) Enlarging Prejecters 
() Fabrics and Trimmings 
{]) Flags and Banners 

{) Fleat Decerations 


t) Feils 
{) Glass Specialties 
{} Grass Mats 


{) Hosiery & Shoe Ferms 
() Lithegraphed Displays 
[}) Mannequins 
{) Metal Sheets 
{) Millinery Heads 
{)] Motion Displays 
{() Motion Mechanisms 
{} Motors 
c) ne 
{}) Natural Foliage 
{} Paper Sculpture Displays 
() Papier Mache Specialties 
{) Photographic Blowups 
J Plastics 
| Plywood 
| Price Cards—Tickets 
) Price Ticket Holders 
} Ribbons 
) Sale Banners 
} Show Card Colors 
) Show Cards 
} Show Case Lighting 
} Show Cases 
) Socks— Window 
} Signs—Brass—Brenre 
.) Signs-—-Card Helders 
[) Signs—Electric 
() Sign Printing Machines 
[) Sleeve Forms 
[) Store Designing 
[} Store Equipment 
{} Store Frents 
[) Tackers 
{) Time Switches 
f) Turntables 
[) Veneers (Imitation) 
f) Wall Board 
lf) Wies 
[) Window Lighting 
[) De you wish a copy of their catalogue? 
[) De you plan to remodel your store soon 
[) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OH 


Firm 

Display Manager 

Street 

City State 
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members with the newest in display tech- 
niques as well as to lend its support to local 
civic drives where possible. 

“The visual merchandising group spon 
sored a city-wide Christmas home and church 
decorating contest last December and 
created considerable interest in home 
decorating for the Christmas — season. 
(Charlotte was one of the most attractively 
decorated cities in the South due to the ef 
forts of the club ts members also under- 
took a project to redecorate the ( harlotte 
Spasties hospital for crippled children. Lo 
cal Companies were asked to donate paint 
and a local contractor provided the painters 
to do the work. New drapes were bought 
from the club dues and members’ donations. 
The drapes carried out a circus motif and 
the hospital ward was converted trom a 
drab. colorless room into a bright, cheertul 
place and made Very apy aling to the 
children paticrits 

“A project is now under study in honor 


Charlotte Displaymen of the late Ray Henry, tormer display di 


Form Guild rector of Belk Brothers Company, and one 


\t a meeti f | | displaymen in Char of the founders of the club, for the best 
a mee ZW oO Ocal Gispta' + ‘ 


lotte, N. ©., The Display Guild was organ 
ized and a slate of ofhicers elected ( ( 


Benedict, Sears, Roebuck & Co., was named Mother's Day Display 
president, Ken Browder. Decorative Supply Praised In Church 


display design ot the year. 





Company, vice president, W. Paige, The \nother instance of the social impact ot 
Mellon Company, secretary, and Henry display occurred on Mother's Day at the 
Fisher, Pound & Moore Company, treasurer. First Fundamentalist Baptist church, South 
In the photograph above, seated left to gate, Calit. During his sermon the pastor 
right Benedict and Paige; standing, singled out for praise a display by Stewart's 
Browder and Fisher. Florists in which homage was paid. to 
Phe Guild’s secretary reports: “The nu- Mother. This display centered around an 
cleus of the new club was the visual met especially created figure by  Madisonia 
chandising division of the Charlotte Mer Manikins, and included some unusual an 
chants Association which has operated tor tiques. 
the past couple ot years lhe new Display The owner of the store reported a num 


(guild has I& charter members and has — ber of comments trom new customers whose 
pledged its support to better displays im attention had been called to his store by 
Charlotte and vicinity and to acquaint its — the sermon. 





—This carpeting window by Eric E. Daniel, Gertz, Jamaica, N. Y., had two 8 by 4-foot ramps, each 
covered with blueprint paper and suggesting the layout of a small apartment or house. Each room 
was cut out and showed a different color selection. Large thumb-taocks held signs containing the 
price discs, and pages of "Wunda-Weave’ magazine advertisements were shown against a back- 
ground of a 9 by 12-foot rug. A revolving 6-foot color disc created further interest— 
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Whether you own Williams, Greneker, Darling, Beau Monde or other fine manikins, 


you have a wonderful investment you will want to make the most of. 


Madisonia Manikin Refinishers are now serving more stores than ever before. 
Madisonia's art work and hair styles are seen on the leading avenues of every style 


center. Let Madisonia keep your "'first salesmen" up to date! 





Seeour ARTISTS AT WORK 


and the latest portrait finish 


BOOTH 48 


N. A. D. 1. SHOW — JUNE 27th - JULY Ist 
CONRAD HILTON HOTEL, CHICAGO 











CHICAGO: tt SOUTH DESPLAINES 


| | T NEW YORK: 152 WEST 25TH STREET 
| 
\ | | DALLAS: 3007 CANTON STREET 
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THE REYBURN MANUFACTURING CO., INC. 
ROYERSFORD, PA. | PHILADELPHIA, PA. 
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New Horizons For Point-Of-Purchase 


By W. L. STENSGAARD 






President, Point-Of-Purchase Advertising Institute; 
President, W. L. Stensgaard & Associates, Inc., Chicago 


I: are NO longer in the so called post 


War era Several months ago we 


entered the beginning of the most 


aggressive and competitive era ever known 1m 
the history of and 


American consumption 


distribution We have out-grown all old 
methods and by “old” | mean as recent as 
1930 or 1940. Engineering, to a large extent 


because of war thinking developments, has 


brought us ito an era of jet propulsion, atom 


power, electronics and soon color television, 
with new efficiency m transportation plus 
greater comfort and = satisfaction im most 


everything associated with our everyday life 
(Old methods in selling and marketing will 


never keep up with this jet propulsion age 


We have 


satisfaction of allocations and mathematics s« 


endured all too long the tiresome 


romantic to the ears of finance and contro! 


All now depends upon the alert aggressiveness 


and ability of selling 


lhe nation’s economy depends on consump 


tion of goods not production Unless we 


1IS¢ and Consume and wear out and obsolete. 


plus changing fashion and improving comfort 
need the production 


and value. we do not 


facilities already available in America 
Selling 


segments of selling are resting on the 


needs more follow-through ‘Too 


miatly 


oars of so-called “simplitied selling.” There 
is nothing so simple about simplified selling. 
lo be successful it must be understood. Sim 
requires the change of habits 


Simplified 


plified selling 


and habits are dithcult to change 


selling begins with research, and retailing and 


distribution know little of research and have 
only pennies in the present allocation of bud 
gets for research engineering and chem 
istry know of research, but not so with sell- 
ing 


Simplified selling to be successful must be 
coupled with related selling and must also be 
coupled with showmanship and salesmanship 
[here 1s too 


much conversation 


whether it 1s to be 


altogether 
about self-selection or 
simplified selling or some other kind of relaxed 
selling For the most part those who are 
thinking and discussing simplified selling are 
trying to get away from the responsibility of 
aggressive management m the hope that so 
called will let 


Simon” do it 


simplified selling “Simple 

rue, self-selection and turnstile selling are 
successful in the food business. to a yreat ex 
tent because the habits of buying foods are 
different habits of 
fashion, or much other important 
The food visited 


more each WA eek 


from the buying hard 
goods, aT 
store 18 


merchandise once 


or twice or The simple fact 
that sugal 


needed, plus breakfast foods and meat, dictates 


the salt o1 is empty and coffee is 


the requirements by which goods to fill these 


needs can be easily selected without the aid 


of sales Service. Hlowever, in these fields we 
seem to be approaching the need for better 
and in 


gross proht many Cases for more 
trathe. It is known to be a fact that many 
retail establishments do as much as 70 per 
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cent of their weekly volume during ten selling 
It is very obvious im such 
selling that goods people want to buy must 


hours of the week. 


be available in ratio to the way they sell 
less out-of-stock of best sellers, more space 
devoted to best sellers, and fewer slow sellers. 


part of product distribution re- 


quires assistance in service and selection. This 


\ great 


is especially true in fashion where people must 
be fitted and they wish to know fashion in- 
formation and they wish to buy articles that 
go together. Here related selling is extremely 
important and much needs to be done to break 
down the barriers of old fashioned accounting 
methods which today retard much that could 
depart- 


be accomplished if it were not for 


mental accounting systems. Men and women 
alike want to buy fashions and clothes that 
do something for them. They want to be en- 
couraged, they want to be told what the right 
fashion is and why. Showmanship in fashion 
selling is most important 

Selling of hard lines and mechanical prod 
ucts requires more and more product im 
formation, more and more demonstration by 
told 


arrangements by 


which the customer can be shown and 
the features of the product 
which comparisons can be made as to differ 
ence of features and difference of values 
his is all related to merchandise presentation, 
to demonstration, and to showmanship. 

The automobile people are just awakening 
to the terms of merchandising and fashion and 


We 


lution im the 


promotion. will see a tremendous revo- 


showing and merchandising of 


automobiles within the next year or. two. 
Automotive managements are no longer purely 
engineering and production minded. They have 
heen revitalized with a combination that real- 
izes the value and the necessity of styling, the 
importance of fashion to the necessity of pro- 
ducing obsolescence. It 1s no longer conceiyv- 
able that the car should appear only beautiful 
and attractive in the colored advertisement. 
When no automobiles were available for dis- 
But 


models, many colors, many 


Attend 


play in showrooms, all well and good. 
with 


now 


a On a ee ae 


| | 
WW /\} 
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y 
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features, there must be showmanship where 


overcome the con- 
much research in 


the product is 
sumer 


seen to 
resistance. Again 


chemistry and engineering and not enough 
research about what causes people to buy. 
People are the most romantic things in the 
world. react favorably when your 
appeals are designed to capture their emotions. 
Many appeals have been to the surface, not 


to the mind, or 


People 


to the heart, or to the ambi- 
tions of people. 

This 1s no longer the time to think of show- 
ing pretty pictures of products at the point- 
of-purchase. time to show the 
real thing, the actual product! What could 
beautiful than the three-dimensional 
characteristics of any product? Why show it 
at the point-of-purchase in two dimensions? 
The 


sional products in two dimensions is because 


‘This is the 


be more 


only excuse for showing” three-dimen- 
the media, or the picture, or the message can 
not be carried in any other form in national 
advertising. Never substitute the 
picture for the real thing because you only 
circuit 


: | 
or le Cal 


your own potential for inven- 
tory on display where it should be seen and 


short 


where it should be sold. 

Create the right arrangements to insure less 
out-of-stock of best (Create the right 
showmanship to dramatize the consumer bene- 
fits of every feature of your product. Do not 
that know the features of 
your product you tell and tell 
them and sell them. 


sellers. 


believe customers 


unless them 

We have a complete new generation since 
the last war and we have had miserable sell- 
ing methods with which to initiate this new 
We have the opportunity now to 
cause this new generation to enjoy the sparkle 


generation. 


of real showmanship and real promotion of 
ideas and products that they can well afford 
to own and enjoy. 
The investment in 
tion and display 


merchandise 
been 


presenta 


has wise and 
Too often greedy folks have 


encouraged the spending of complete budgets 


penny 
pound f« Olish. 


in so-called advertising and promotion all of 
which is remote to the point-of-purchase. Too 
often there has been lack of good sense on 
the part of all concerned for the follow- 
through job. In most every consumer goods 
distribution job at least 20 per cent of the 
budget should be devoted to point-of-purchase. 
Many firms devote more than 20 percent but 
far too many devote not even 1 per cent. 
This out-of-balance programming is doomed 
because it is shortsighted and fails to allow 
advertising to properly capitalize upon. the 
“pre-selling.” Everyone sincerely concerned 
with the success of a selling program must 


We 


agree to completing the cycle of the sale. 


believe this is divided into four sections. 
The first is national advertising, which is 
pre-selling. The second 1s local newspaper 
and other local advertising which is again 


foth are at the full command of 
Soth can 


pre-selling. 
the client and his ability to pay. 
[Please furn to page 128 | 
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Giant Bell Featured 
In Japanese Display 

Perhaps the following letter best explains 
the illustration below: 

“We, one of the greatest department stores 
in Japan, are ardent readers of your DIS- 
PLAY WORLD. We much glad 
to last (hristmas 
play to you. 


are very 


introduce our vear dis 





“We 
display 


proud of the grand and unique 
(Christmas that 1s constructed 
the tront wall of our 
building and 1s a noted attraction in Osaka 
City. And last year had the gigantic 
‘jingle Bell’ as a of world 
that plaved (Christmas 
chime; it around 20 
17 meters wide, and nearly 
weight. And 
about 40,000 
Hiroshima, 
the first 


aTe 
for 
every year-end on 
we 
symbol peace, 
oT 
long by 
2.500 kilo 
was 
that 
all 


been 


merry melodies 


Was meters 

besides it 
gold 
where. 


A bomb 


iN) 
with 
from 


grammes 
plated 
Came 
know well, 
dropped. 


leaves 
aS You 


had 


“The Mainichi, an English newspaper in 
Japan, says with big photo on its December 
16, 1952, ‘With a bell to wish 
its customers a merry Christmas, a certain 
Osaka department store is ringing out the 


issue: huge 


news that it has a wide variety of attractive 
Yule-tide season without un 
due drain on the buyer's pocketbook. Scenes 
like this are common during the year-end 


goods tor the 


with stores engaged in earnest competition 
draw the 


to customers and at the same 
time store away a comfortable cash balance 
for the new year.’ 


“Now then, you can see double show win 
dows under the bell, and upper two windows 


are permanently settled on the front wall 
and in the second floor height; but lower 
two, in fact, are the entrances of our store 
by day and turned reasonably into show 


windows at night after the store 1s closed. 
Situated at the southern terminal as well as 
the largest place of amusement in Osaka, we 
make welcome millions of people every day 
by whom our displays are favorably noticed.” 


The letter is trom K. Kobayashi, adver- 
tising manager, Jakashimaya Company, 
Ltd., Osaka. 
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BOOTH 155 


INTRODUCED & PRODUCED BY 


COY DISBROW & CO., Inc. 


686 GREENWICH STREET 












ot: 


NADI CHICAGO 


NEW YORK 14, N. Y. 








M\ MICHIGAN AVE. 












WELCOME! 


COOK & MEIER, Inc. 


159-171 
CHICAGO | 


Bursting all over with definite new 
motifs and effects . .. Our big Xmas 
and Fall line shown at our show- 
rooms exclusively . . . only a few 
blocks north of the Conrad Hilton 
on Michigan Ave. 


NO. MICHIGAN AVENUE 
ILLINOIS 











OSARENT Little Letters 
New Electronic Process 
Die Cut Wood No [hte 
Molded Plexiglas — No Mold 
%4"-4"” High—8 Styles—Stock. 
Send for Catalog & Samples 


217 W. ILLINOIS ST. 
Josarah Enterprise 2cido Ne ik. 











ORGAN PLAQUE — 35” x 15" 


Made of heavy 2"' tubes covered with Hammered De- 
sign Gold Foil. Gold Points and simulated tone- 
openings add to realistic appearance. Mounted on 
flexible back with hangers. 19'' Foil Holly Spray also 
furnished. See your jobber. $5.00 each. Write to us 


THE MULDNER COMPANY, INC. 


397 BRIDGE STREET BROOKLYN 1, N. Y. 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT 
FOR SALE 
* 


$4.00 Per Column Inch 
CASH WITH ORDER 
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Fine 4'/,’ Fresnel lens, 
reflector, cord and plug. 
Universal mounting 
bracket. Three gelatin 
colors and holder. Only 
$9.45. 400 watt model 
with bulb, $11.55. 1000 
watt model, $13.50. 


Automatic color chang- 
ing wheels also avail- 
able. 


Small enough for cases. 
Big enough for windows. 


Ideal for short range 
white or color lighting 
from 12’ spot to 36°’ 
spread at 3 feet. Hood 
measures only 4'‘'x 
5x22’, Very light 
weight. Fresnel lens, 
polished mirror, univer- 
sal mounting bracket, 
cord and plug. Three 
gelatin colors and hold- 
er. Beautifully finished. 


Only $8.45. With 100 
walt bulb, $9.55. 









































No. 155 
tor G.E. R-40 Spot Lamps. 


Motor driven color wheel 
and universal mounting 
bracket. Complete with 
G.E. R-40 spot lamp, only 






$20.91. 





=. 





Write for free literate = 








ATTENTION DISPLAYMEN: 


SPECIAL PRICES TO DEALERS AND JOBBERS: 
We feature i new tine oft display materials tor 
oe latest col ittractively priced Send tor 
sample Puffing foils. ravon novelty fabrics, vel 
vel pape ribbon chevron katt, tarletane 


: ’ 


“MANKO FABRICS CO. 


114 Eost 27th Street, New York City 








STORE NAME P 


emg 


LATES 


~ 





WOOD OR PLASTIC STORE DIRECTIONAL SIGNS 


DISPLAY CRAFT 963 Lake Drive S.E. 


Grand Rapids, Mich. 
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RHE BEST DEVICES CO.,INC. 
4 GGS ROA CLEVELAND 


ono YW f 


Lieut. Robert Maharam 
Leaves For Far East 


Lieut. Robert D. Maharam reported to 
Fort Lewis, Washington, on June 5 tor 
assignment in the Far East. Prior to re- 
porting, he and his lovely wife, Jane, en. 
joyed a second honeymoon on_ the West 
coast fhe lieutenant is the son of Mac 
Maharam, of Maharam Fabric Corporation, 
New York City 


"Glitter Lites’ Introduced 
In Star, Snowflake Designs 
the 

bee 1 


Something new 1n form ot decorative 


display lighting has introduced by 


Ben Walters. Inc.. 156 Seventh avenue, New 
York City 11. under the name otf “Glitter 
Lites.’ These are moulded plastic stars 


and snowflakes in three dimensions, lighting 


up like tiny crystals Their versatility 1s 
such that they may be used for many types 
ol displays, as well as. tor the holiday 
season 

“Glitter Lites” in the star design come 
ine three sizes 2, 3 and 4 inches 1n 
diametes The snowflakes are to be had in 

















Tr71 Js 






either 3% or 4% inches in diameter. Kach 
is equipped with a 2,000-hour lamp for use 
in the familiar 20-light transformer set or 
the blinker set, as as the set that re- 
quires no transformer. “Glitter Lites” can 
also be had without lamps but with a wire 
clip standard Christmas light 
strings miniature candelabra 
base lamp 

A patent is pending on the lights, which 
represent the first of a series of decorative 


well 


on 
the 


for use 


with or 


and useful ideas with and without light 
soon to be released by the inventor, Ben 
Walters 


Herzberg-Robbins Notes 
Territory Assignments 

Barney Robbins, Herzberg-Robbins, 457 
West Broadway, New York City, announces 
that Ken Rene is now handling the territory 
of North and South Carolina for the wig 
and mannequin firm. Val Thomas 1s cover- 
ing Minnesota, Iowa, and Wisconsin, with 
Morris Jacobs continuing as representative 
the mid-West Pennsylvania. The 
company’s other salesmen are continuing in 


for and 


their present set-up. 


cet is ~y ~ 
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—"'| know you're a great believer in display realism, Judson, but...) 
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Howard Cowee Joins 
William Melish Harris 


Howard M. Cowee, formerly vice-presi- 
dent in charge of Eastern operations and 
director of research, W. L. Stensgaard A 
Associates, has been appointed vice-prest 
dent ot William Melish Harris Associates, 
New York City, consultants, designers and 
producers of point-ot-sale promotional Mma 
terial. 

A director of Plastikolor-Pix, Inc., and ot 
General In-Store Advertising, Inc., Cowee 
will continue to serve the Point-of-Purchase 
Advertising Institute as a member ot the ex- 
ecutive committee and as chairman of the 
research and education committee. 

Formerly in charge of the courses in 
retail advertising and sales promotion at 
New York university School of Retailing, 
Cowee directed nation-wide visual mer- 
chandising research studies tor the National 
Retail Dry (goods Association and the Na- 
tional Association ot Display Industries. 
He is the author of “The Pilot Study ot 
Display,” “The Traffic Readership and Sales 
Study of Display,” and co-author ot “The 
Retail Advertising Budget” as well as a con 
tributor to professional and trade journals. 

\ former advertising agency partner and 
sales promotion executive ot \lhied stores 
and Sears, Roebuck WwW Co., he 1s a lecturer 
im the joint annual NYU-NRDGA_ Retail 
Advertising Copy Workshop and the Display 
Workshop, both ol which ATC conducted for 
experienced, protessional personne] 


Darling Introduces ‘'Vizusell” 
During Market Week 


“Vizusell,’ a flexible new system for visual 
selling by L. A. Darling Company, will be 
introduced to the general trade during 
Display Market Week at Darling's booth 
in the Conrad Hilton hotel and in the firm’s 
showrooms at 222 West Adams - street, 
( hicago. 

Qutstanding teatures of “Vizusell” are 
its ability to speed sales and step up profits 
by getting more merchandise up in view 
for customers’ easy self-selection. “Vizu 
sell” also creates organized mass display 
which accentuates the merchandise and con- 
solidates assortment. Quickly and_= easily 
installed, it can be adapted to all types o 
hard or sott line merchandise and can be 


—_— 


used on existing walls, counters, tables, 
islands or entirely new installations 

Free catalogues on this system are avail 
able trom the L. A. Darling Company, 
Bronson, Mich 


Perfects Screen Strainer 
For Spray Guns 


A tine gauge brass screen strainer for 
paint spray guns which eliminates. slugs, 
clogging, and spitting has been perfected 
by the Clear-flo Strainer Company. It is a 
stmple attachment that slides over the end 
of the intake tube of the Spray gun, per 
mitting only pure, strained finishing ma 
terial to reach the nozzle; the even flow 
assures a smooth and clean paint job from 
start to finish. Four different sizes are to 
he had 

Headquarters ot Clear-flo Strainer Com 
pany 1s 8050 35th avenue, N.E., Seattle 
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ze Feat?! SPEED----SIMPLICITY 
LOW OPERATING COST----LONG LIFE 


Used for over eighteen years by leading national chains. 


Many have from 50 to 500 or more in use. 








MORE PROFIT 
TO YOU! 


The "SIGNPRESS" 
ables store managers to 
do a better job of mer- 
chandising. It provides 
a simple, convenient 
means for producing 
GOOD LOOKING Cards 
& Posters QUICKLY and 
at SMALL COST. 





E: 


SHIRTS 


Gilt 





Mothers Day 
















“SGNPRESS’ 


} SHOW CARD AND POSTER MACHINE 



















MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


ADRIAN, MI 


BOX F-144 


CH. 














A Half Century of Leadership 
in the Design and Manufacture 
of Distinctive Display Materials. 





422 EAST GRAND 


WRITE us 
so thot our 
sentative can 
tact you 





DES MOINES 9, 








today — 


repre 
con 


IOWA 
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THE 


Versatile” 
WALLBOARD 
TUBE 


A MUST in every display de- 
partment. The Multi-Purpose 
Wallboard Tube. Available in 
14", 2", 4", 6", 8", 10° and 
12"' outside diameters. All 
tubes from 4" up are %" wall 
of heavy construction. All 


sizes come 9 ft. high. 
This is the 


for Columns, Pedestals, Tree 


perfect answer 


Stumps and all other Fall and 
Christmas Window and In- 
terior Displays. 





P. S.: Price list on request. 
Write Today! 


W. C. HURLOCK Inc. 





Display Materials « Artist Supplies 
B.8° Card Board and Paper Specialties 


' 123 E. Baltimore Ave., Lansdowne, Pa. 














SPARKLING 
EVENTS!! 


1. AT NEW YORK! 


Visit us at our NEWLY decorated show 


rooms, for our 


sparkling new Fall & 
Christmas lines. 
Arts & Flowers* Displays, Inc. 
43 West 56th Street, NYC 


2. AT CHICAGO! 


See us June 27-July | at the Congress 
Hotel on Michigan Blvd. 


Represented by: 
John Byron 
Jerry Schoenfeld 


ARTS au FLOWERS" 


Displays, Inc. 
43 West 56th Street, New York 19, N. Y. 
*U. S. Reg. Trade Mark 











Store Modernization 


And The 


Architect 


By JOHN H. SCHURKO,* Pittsburgh 


CONSIDER it a privilege to be invited 
f to speak to you this afternoon, because in 

your many capacities as department store 
personnel you act as important mnovators in 
the field of architectural design. By con 
stantly remodeling and improving every 
facility of your stores, you hasten the de- 
velopment of new 


niques. 


materials and new _ tech- 
Wherever you are, the entire com- 
munity benefits from your experimental ap- 
proach. kor example, in the field of lighting 
the results are apparent in the variety of 
lights, the flexibility, kinds of spotlighting, 
etc. 

lf it were not for your demands, air con- 
ditioning programs would never have’ been 
developed to the extent that they have been. 
You understand the advantages of air con- 
ditioning and thus visualize the work it can 
do for you \s a result of your insistence 
for better 
your demands adequately, progress has been 


engineering of systems to meet 
accelerated greatly. 

ln still another field you have been the 
stimuli for new products. The frequency with 
which you must make changes with a mini- 
mum of trouble has resulted in the develop- 
ment of many dry-wall materials such as 
papercore plywood, resin surfaces, etc., which 
are light as well as decorative. Only today 
have these varied items penetrated the gen- 
eral building industry and into our schools, 
our institutions and our homes. 

You view contemporary design with im- 
agination and understanding and are far ahead 
of your fellow businessmen in industry in the 
use of forms of modern design, not only in 
interiors and in building but in the allied arts 
of display and advertising. 
merchant first 
learned that progressive store design produced 


Kver since the successful 
results, advance has been limited only by the 
designer's ability and the characteristics of 
available materials and equipment. Well then, 
what are the basic design considerations of 
this thing called store? 


In discussing this problem with many mer- 
chants, | have found without fail that it is 
their opinion that the most important con- 
sideration im store planning ts circulation of 
customer trafic. | am sure that all of you 
have been in stores where the customer traffic 
pattern just happened; without due con- 
sideration for this important element, it makes 
no difference how advanced their retail 
methods and merchandising schemes are. If 
it is impossible to bring customer trafhe past 
the departmental display and into the depart- 
ment’s deal space, it is impossible to make 
the cash register ring. Because of this situa- 
tion, together with the study which it has 
been given, in my opinion the most ideal 
direction in planning would point to a scheme 


"Address, Store Modernization Show, New York 
City 


resembling the pinball machine. If the ball, 
on entering the playing field, starts rolling 
down and does not come in contact with any 
of the bumpers or baffles, consequently no 
bells ring, no lights light and most significant 
of all 

So it is with customers. When they enter 
your store, whether it 1s on the street tloor 
or on an upper floor, you must make certain 
that the customer comes in contact with all 
departments en route to such central areas as 
escalators, elevators and other entrances. Pro- 


no score. 


motional aisles should be so arranged that 
the customer would be exposed to nearly all 
departments — lured by incidental traffic lanes 
through these departments — with the inev- 
itable ring of the cash register. 

This kind of planning will result in a free 
Howing space that is not limited by columns, 
projecting walls, ete., as is the case in con- 
ventional grid or right angle planning, which, 
incidentally, still exists in many stores. 

Because any given floor of an average size 
department store is much too large for a 
customer to see the merchandise in every de- 
partment, it is therefore only by chance that 
the customer will wander into some of the 
“extreme pockets.” Of course the poor buyer 
whose department happens to be in this out- 
of-the-way area is constantly on the carpet 
because of his productivity figures. I am 
sure that if a sign were placed on one of 
this beleaguered creature’s counters saying, 
“free merchandise,” they would not give much 
away in the course of a day. On the other 
hand, a short distance away another buyer 
may have a department located on an aisle no 
bigger than the other fellow’s, but in direct 
line with a main entrance and he does business 
by the boat-load and has a chest full of merit 
badges. 

In our scheme we attempt to find a com- 
mon denominator big enough to reduce the 
number of necessary aisles. In our thinking 
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—John Sims, display manager for Milgrim’s, 

New York City, dramatized the festive nature 

of the wedding with champagne bottles, plus 
giant and regular size champagne glasses— 


we eliminate physical limitations such as pro- 
jecting walls and columns. We set out only 
to solve the problem of how big a department 
need be to carry both normal and seasonally 
high stocks, plus the necessary customer belly 
perimeter. When we achieve this departmental 
arrangement, a very high-powered promo- 
tional space is left in the heart or center of 
this area. This promotional space, with its 
facilities, is then scheduled, as 1s your adver- 
tising program, among all departments in your 
store. With the cooperation of all merchan- 
dise managers and their buyers, buying for 
such an operation, | am sure the productivity 
figures for this area would be fabulous. Be- 
cause of the great variety of merchandise to 
be sold and displayed in this space, its fixtur- 
ing and details would, of course, have to be 
extremely flexible and consequently will look 
different from anything you can find as sell- 
ing elements in stores today. If this attitude 
is handled with imagination, the entire area 
can appear to be very spacious without de- 
stroying stock capacities, etc. 

A good design job does not mean that the 
incorporation of a new direction will necessi- 
tate radical changes such as making a con- 
servative store into a Captain Video station. 
If this department store is conservative and 
possesses good taste in its community, that 
connotation can be further enhanced by the 
proper use ot color, shape and detauls. 


Wise, Smith Appoints 
New Display Manager 

Succeeding George M. Reinhardt, who is 
now in charge of display for Worth’s, Hart- 
ford, Iver Lindstrom has been made display 
head for Wise, Smith & Co. of the same 
city. He had been with the display staff 
of the Worcester, Mass., store of Wm. 
Filene’s Sons Company. 
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SELECT 


FOR FALL @® CHRISTMAS 
BACK TO SCHOOL 


FLOWERS:DISPLAY UNITS:NOVELTIES 
We'll be there from June 27th 


ROOM 557A 
HOTEL CONRAD HILTON * CHICAGO, ILL. 


BE SURE TO SEE OUR NEW SENSATIONAL 


Select-A-Size SCREENS— 
Phwer ‘Diylay Fo. Sec. 


220 Wythe Ave., Brooklyn 11, N. Y. 
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FOR CHRISTMAS LIGHTS 
USE NOEL BLINKER-LITES 


You can get the exclusive Noel Blinker* Lite 
Streamer which uses either small %4” bulbs 

or regular size candelabra bulbs WITHOUT 
A TRANSFORMER for your Christmas display. 
Fool-proof construction, backed by Noel’s 
engineering “know-how” makes this unit 
inexpensive to operate. Low cost replacement 
of bulbs keeps maintenance at absolute 
minimum. 

Available in 10 or 20 lite units blinking or 
steady lites. AC or DC, 120 volts. Green or 
white wire. Furnished with clear or 

colored bulbs. 
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ORDER TODAY 







25 East 4th Street 
New York City 3 
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New Eval 


GIMBALITE 
Display Spot 


NEVER TOO HOT TO HANDLE! 


COOLEST SPOT IN TOWN 
for WINDOW DISPLAY, 
EXHIBITS, CASES, etc. 


U. S. Pat D1234595 
See Distributor — Write Us 


Alexander-Tagg Industries 


enue EE atte 
DEPT. AB, HATBORO, PA. 








UNBREAKABLE PLASTIC! 


FLAIR 


The Finest Plastic 


MANIKINS 


IN—LORD & TAYLOR 
B. ALTMAN 
J. WANAMAKER 
RUSSEKS — ETC. 


One of America’s Largest Manufacturers 
of Plastic Mannequins 


18 WEST 18 ST 
NEW YORK CITY 





Displaymans Art Show 


HORTLY hetore the Opcning of the 
S new Dallas office of Madisonia Mant 

kins, Ine., at 3007 Canton street, the 
firm installed an art gallery strictly for the 
personel ot that 
artists 
Dorothy 


Dallas company, “and while their windows 


display region 
“Numerous — fine 


Commciuts Mirs 


use ol 
work in display,” 
Lawrence, of the 
and interiors give them great opportunities 
for one type ol creative expression, the 
otten do not have the time or the means to 


show their non-commercial paintings. 


Local display people responded enthust 
astically to Madisonia’s idea, and a large 
eroup ot paintings and drawings was 
assembled in time tor the firm to exhibit 
them im conjunction with its tormal open- 
Wig «nl May J 


show are one or more 


Pet brock. Lec 


(Currently represented in the 
paintings by: 
Brown, Paul Rainwater, 


and Sam Shaffer, all of A. Harris & Co.; 
Joan Erickson, Gary Goeringer, and Emory 
(sregory, all of 
Robert estes, 
LaMode: Dorothy 
Mangel’s: Bob Romes, 
and Richard Wise, J. C. 

The gallery will be maintained on a per 
manent 


Neiman-Marcus Company ; 
Volks; Jon 


| awrence ; 


Hardvegree, 
Toe Peterson, 
Titche-CGoettinger, 
Penney Company 
basis for exhibiting the work oft 


display artists Madisonia also plans to 
have one-man shows trom time to time. 
Opening of the Dallas 


attended, more than 100 


ottice was well 
display people 
—Above, left to right, Lou Hodges, A. Harris 
& Co.; Joe Lawrence, Dorothy Lawrence, Fred 
Rojo, all of the Dallas office of Madisonia; 
Paul Rainwater, A. Harris & Co... . Below, 
Emory Gregory, Joan Erickson, Nieman-Marcus 
Company; Robert Romes, Billy Poston, Aimee 
Wilie, Dora Lopez, all of Titche-Goettinger— 
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from the area being present. Among them 
were Mr. and Mrs. Guy Malloy, Neiman- 
Marcus; Mr. and Mrs. Ted Solomon, A. 
Harris; Mr. and Mrs. Alfred  Pierotti, 
Titche-Goettinger; Mr. and Mrs. Merle Cun- 
ningham, Ek. M. Kahn Company; Emory 
Gregory, Neiman-Marcus Preston Road 
store; Lou Hodges, A. Harris; Mr. and Mrs. 
William Adams, Lerner Shops; E. J. Bruck- 
er and P. Malloy, Sears, Roebuck & Co 


Develops Space-Divider 
For Use In Store 


A space-divider which may be scaled to 
the exact needs of the homemaker or serve 
as a handsome and versatile store display 
fixture will be introduced at Los Angeles 
and San Francisco summer turniture mar- 
kets by the Vista Furniture Company, Ana- 
heim, Calit. 

Shelves are composed of “( ‘elotex,” Phil- 
ippine mahogany, or birch inserts supported 
by a l-inch metal angle with joints and 
rod-collars smoothly welded. All metal is 
treated with a rust-resistant coating under 
a black mat finish. The shelves are 12 
inches wide and come in 2-, 3-, 4-, 5, and 6 
foot lengths. Allen set-screws in the collars 
clamp shelves securely to the rod uprights. 

As a_=store fixture, the Space-Divider 
provides strong, rigid display arrangement 
having the advantage of abundant. shelf 
space without view-blocking bulk. Special 
display features include a fitting in the 
form of a shelf hook which may be applied 
at any of tour points to provide a 45-degree 
slanting shelf, a %0-degree vertical back 
ground board, or an inclined display shelf 
There also will be a special 2-foot square 
shelf for accommodating larger objects o1 
as a link between two or more shelf ar 
rangements 


New Black Light Lamps 
Placed On Market 


Advertising signs and displays using 
Huorescent paints or materials can be easily 
illuminated by a new black lght lamp per 
fected by (;eorge W. Gates & Co. kor 11) 
door use only, these lamps when used in 
conjunction with a flashing visible ght 
produce unusual displavs. Best results are 
obtained at mght; during the day the display 
should be in semi-darkness or shadow-box 
tor good results. Full details will be sent 
on request by (reorge W (,ates WwW Co.,, 
Franklin square, L. [., N. Y 


Lovett, Advance Displays, 
Visiting Europe 

William Lovett, a partner in) Advances 
Displays, Philadelphia, and Mrs. Lovett 
sailed on May 23 for a six-week tour of 
Kkurope in honor ot their twenty-fifth wed 


ding anniversary 


Detroit Club Holds 
Dinner Meeting 

The Detroit Display Club met on June 2 
at Fisher's restaurant tor a dinner, attet 
which the regular business meeting was 
held. Featured speaker was Hazen Kunz, 
Friend of the Court tor Wayne county. 
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S| 9 | te'sesr? SALESMAKER qua. | Al 
aaa the BEST? EQUAL 
Gunseien DOES JUST WHAT THE NAME IMPLIES 
FA | . tem” | its ACCEPTANCE EVIDENCED BY THE| JNJ 
° TYPE OF USERS 
LL The Most Outstanding Organizations in Their x 
4 Respective Field 
E Classical IT 
Aluminum 
Models Mi 
Attracts 
Electrical 
5 Illuminated SELLS A 
| 
yg mer-vs “ Stimulates 
Last Word , 
In For Retailer . , . Wholesaler, Manufacturer, National Adver- 
, tiser in Window, Store, Conventions, Special Events, Show 
A Electrical Room, Exhibitions . . . Any Kind of Wear or Ware. 
Turn Tables Send for Our 8-Page Colorful Brochure — Read the names 
° and know. Contains complete specifications — Pictures of 
Requires Models — Prices — Discounts. x 
No Oiling eA Selling Force in MERCHANDISING 
No e Life in the window means Action at the Counter 
E Maintenance e The Great Stimulus to Increase Daily Sales oO 
© 
A Year MORGAN-LAPHAM INC. 
Guarantee Electrical Merchandising Devices 
With Every 1775 BROADWAY — NEW YORK 19, N. Y. 
Unit Plant: New Canaan, Conn. 











1953 EDITION 


VAUGHN PARADE IDEAS 


178 pesicns 


FOR THE AMATEUR OR PROFESSIONAL 


The most complete selection of parade floats ever published. 
You must have a copy. Mailed postpaid anywhere in the 
world at 















50c per copy 


VAUGHN DISPLAYS, Inc. 


15 E. Franklin Ave. Minneapolis 4, Minn. 





















® Since 1900 


Force Attention, Increase Advertising Value 


REZ 2ERS 
® ELECTRIC COMPANY 


3055 RIVER ROAD RIVER GROVE. ILI 
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USE THE 
Opportunity Exchange WIGS 


Manufacturer of Fine Manikin Wigs 
For any WANT AD purpose: 


We also 
POSITION WANTED POSITION VACANT Restyle and Redress Wigs 
USED DISPLAY EQUIPMENT FOR SALE BORNIA DISPLAY CO. 
$4.00 Per Column Inch— CASH WITH ORDER 553 N. Hoover St. Ol 8094 Los Angeles 4, Calif 
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Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 






































EVERY DISPLAY DEPARTMENT 
Needs This Greatest Display Book Ever Published 





PRICE +10 POSTPAID 


immediate Delivery! 


PARTIAL LIST OF CONTENTS 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


Endorsed by the country’s 
foremost display directors. 





Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


...to make your displays sell more goods faster 
...- it’s the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


264 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now. 
in DYNAMIC DISPLAY, they offer a longmeeded book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work —in fact, a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws freely on his wide experience to explain each facet of 
retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in 
detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 


8 DISPLAY WORLD, Cincinnati 1, Ohio. 


: [] Please send me postpaid a copy of DYNAMIC DISPLAY. for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders, except Canada and Pan-American 
countries, $1.00 additional.) 
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WELL-ROUNDED PROGRAM 
FOR MARKET WEEK 


[Continued from page 33] 

Carrata Company, Los Angeles; rein- 
stated. 

Rip Studio, New York City; reinstated. 

Hulsizer’s, Des Moines. 

Fildeen Displays, Los Angeles. 

JUNE 1953 MARKET WEEK ASSIGN- 
MENTS: Following is a complete list of 


NADI members whose lines will be 
together with the spaces assigned: 


Adler-Jones Company, Booth 186, 

Allied Display Materials, Inec., Booths 
125'%-126-127-128-129'% -158-159-160-161. 

Ampiex Corporation, Booth 63. 

Ankerum Mig. Company, Booths 89-90. 

Arrow Display Associates, Room 505. 

Artificial Plant Company, Room 504. 

Austen Display, Inc., Booths &-39-54- 
55-56. 

C. Barrango Company, North Ballroom 
No. 2. 

Bliss Display Corporation, Private Dining 
Room No. 2. 

Bois Smith Studios, Room 539A. 

Botanical Decorative Supply Company, 
Booth 184. 

Brunn & Bertheim, Booths 91-92-93-108- 
109-110. 

Bulkley, Dunton & Co., Inc., North Ball- 
room No. 1. 

Butler Paper New York Corporation, 


Booths 43-50. 


Capital Merchandising Company, Room 
501. 

Carrata Company, Room 530A. 

The L. J. Charrot Company, Inc., Private 


Dining Rooms No. 3, No. 4, No. 5, and No. 6. 
Art R. Cohen Company, Booths 118-19. 


Harry C. Cohen Company, North Ball- 
room No. 5. 
Colonial Decorative Display Company, 


Rooms 556-557. 


Columbia Display Materials Company, 
Booths 70-71-72. 
Cook & Meier, Inc., Booth 182. 


Coy-Disbrow & Co., Inc., Booth 155. 

Creative Displays, Inc., Room 553A. 

L. A. Darling Company, Booth 181. 

Decorative Novelty Company, Inc., Booths 
96-105. 

Decorative Plant Corporation, North 
Assembly Room “A”. 


Display Effects, Booths 14-29-30. 
Jooths 94.95-106-107. 
Inc., Rooms 


Doerr & Associates, 

Everetts-Soper Company, 
SISA-517A. 

Favrex Designs, 

Fawnfield Decorations, 

Formo Displays Company, 
room No. 4. 

Frankel Associates, 

Frostee Sno Company 
35-36. 

Gardner Display Company, 
99- 102-103-104. 


Garrison-Wagner 


Booths 46-47. 

Room 500. 
North Ball- 
North Ballroom No. 3. 
(tentative), Booths 
Sooths 97 -98 - 


Company, Normandie 


Lounge “B”. 

Earl W. Gasthoff Company, Booths 1-2-3- 
4-5.6-7-8. 

General Display Corporation, Private 
Dining Room No. 1. 

ix oh (,oodman Mig. (Company, Booths 
76-77. 


Greco Creations, Booths 131-132. 
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DOLL STANDS 


KEEP YOUR DOLL SALES UP 


qf 








Smart, attractive Art. R. Cohen doll stands 
will keep your dolls out front where cus- 
tomers can see them . and buy them. 


Stands are all steel with new ice blue 
enamel finish on base and upright. 
Adjustable height wire clamps are fin- 
ished in rust resisting ‘“Silvertex” plate. 









CHOICE 3 SIZES 

No. 100 

Adjustable 7°’ to 13° 

No. 125 

Adjustable 12° to 23°’ 

No. 150 DOZ 


Adjustable 18°’ to 36” 


Packed 12 to o carton 


Mail Orders Filled Promptly 





Member NADI 





Modern Display Equipment 
810 Penn Avenue, Pittsburgh 22, Pennsylvania 








The Greneker Corporation, Jooths 73-75. 
David Hamberger, Inc., Booths 40-41-42. 
Hulsizer’s, Unassigned. 

Kalmo Textiles, Inc., Booth 74. 


Kaytee Fabric & Ribbon Company, Room 
SO9A, 
Korrect-Way 
Lounge “A”. 
S. Liebmann Studios, 


Displays, Normandie 


Booth 51. 


Lustra-Cite Industries, Inc., Booths 44-49. 
A. Lutz, Room 528A. 
Madisonia Manikins, Inc.. Booth 48. 


Maharam Fabric Corporation, Booths 81- 


82-83. 

Metal Goods Corporation, Rooms 536A- 
537A. 

Met-Wood Display Craft, Room 507A. 

Mold-Craft, Inc., Room 509. 

The Morgan Company, Booths 57-58. 

Natural Creations, Inc., Booths 133-134- 
135-136-137-138. 

Sidney Newhoff Associates, Booths 15-28. 

Oltmann’s, Room 505A. 

Plastic Fabricators, Booth 124. 

Leo Prager, Inc., Booths §2-53. 

Printasign Company, Booth 13. 

R-Tex Company, Booths 16-27. 

Radiant Glass Fibers Company, Booths 
121-122. 

Reflector Hardware Corporation, Booth 
183. 

Reyburn Mfg. Company, Inc., Rooms 512- 
513. 


Rip Studio. Booth 112 
Royal Display Products, 
Gsustave Rubner, 


[ Please 


,ooths 19-20. 
Inc., so0oths 78-79-80. 


turn to page 126] 











DISPLAYMEN MAKE 


BIG PROFITS 


SELLING 


Solarpruf Transparent 
AMBER 


PLASTIC SHADES 


Prevents Fading of 








Merchandise Displayed 


in Store Windows 


For Further Information Write To 


SOLARPRUF 
SHADE COMPANY 


232 Seventh Avenue 


New York City 11, N. Y. 





Making Shades For Over 30 Y ears 
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DON'T PAINT 
— PARAFLEX 


PARAFLEX 


surface, no 


glass mirrors cover any 
matter what the size or 
shape. Send for an estimate or send 
your original sample. We will cover 
it for a very nominal charge. Samples 


at all times are your exclusive property. 


Write today for information 


PARALLEL MFG. CORP., Dept. H 
34 Beekman St., N. Y. 38, N. Y. 
CO 7-4332 











for maximum illumination... 


MODEL ‘0’ projector 


Imagine the convenience of this Opaque Projector 
iN your sign or display department! Need oa large 
sketch — but fost? Just place this projector over 
Qo photograph, magazine page, coin, jewelry or 
any flat opoque object—and you can project a 
screen imoge, faithful in every detail and color, 
4 feet saquore and larger. Projects an area $” «x 
5” at one time or larger area, a section at a time. 


Complete with lamp ond $322 5 


8-feot cord and plug. 
F.O.B.. N.Y. 


LARGE PROJECTORS TOO! 
Send for descriptive folder 
showing entire line of 
opaque projectors. 


« 200 PAGE CATALOG 


FRE * 10,000 ort and 


drawing supply items avail- 
able through Arthur Brown. 
Write today on firm letterhead! 


ARTHUR BROWN & BRO. tnx 


44th S7 NEW YORK 34 
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Ideas 


narrow corner window several times 


as high as a normal one presents a 


problem, but also an opportunity, to 
Allen, 


a bridal display he 
the 


Don 
bay 


hgure wm 


Me mphis. 
the 
arch: the 


Julius Lewis, Ine 


placed bride s 
center of a Goth 
top of the window was swagged with drapes, 
bells 
of spring 
three 


Irom 


trom which descended large wedding 


cords lay 


the 
shadow 


on gold a display 


window he used 
ste pped 
window to. the 


dresses in same 


boxes. down 
the 


box 


vertical 
the 

lett: 
quin 


top right of lowe! 
contained a 
lighted : 
For a display of cosmetics at Helena 
Rubinstein’s in Paris, Miroslav 
the 
human figures in 


The theme was car 


each shadow manne 


and was individually, 
Pichler used 


an amoeboid shape in background, 


adorned with grotesque 
the best modern style. 
simi 

the 


iree- 


small cutouts of 
upright 


jars on a 


ried out by several 


lar figures standing among 


various boxes and similar 
form shape on the floor 

“Planned 
like winning 


planned in advance’ 


moves profitable business 


moves, chess moves, must be 
read the copy ina dis- 
play at International Machines, 
New York City. To tie in with the theme, 
J. B. Donnelly 
different 
and periods 

\ handsome display for summer furniture 


business 


than a dozen 
countries 


used more 


chess sets trom various 


was created by George M. Allen, Castner- 
Knott Company, Nashville. The background 
brick wall behind which 
a striped awning hung over 
broke the wall at the 


simulated a white 


stood birch trees: 


French doors which 
half-way point 

The sale of tulip bulbs was turned into 
something resembling a store-wide promo- 
tion at Strouss-Hirshberg Company, Youngs- 
town, Ohio, this spring. Earl W. Pratt, dis- 
had tulips in his 
each of which had a three-dimen- 
Dutch 
background consisting 
Holland; a mannequin = in 
stood among the blooms. 
the 


girls 


play manager, blooming 
windows, 
standing betore a 
ft a painted scene in 
Netherlands 
\ special 
bulb 


wearing 


sional windmill 


costume 


Was given over to sale 
the the 
Dutch dresses and wooden shoes . 

John Houswood, of Adam, Meldrum & 
Anderson, Buffalo, won a prize in the Ro 


stocking 


section 


within store, sales 


man Stripe “Bon Bon’ contest 


with a display in which a mannequin was 
seated by a table on which stood glass jars 
ot candies. Side walls were painted to re- 
semble shelves on which stood other jars of 
sweets 

In connection with a drive for tur storage, 
W. RK. Murray, Cain-Sloan Company, Nash- 
ville, 
and 
holding 


the theme “Everyone's calling” 
feminine and hands 


used 
suspended heads 


telephones at various’ heights 
the Mannequins at 
the display held 


others were scattered behind a row of pho- 


throughout window. 


each side ot phones, and 
tographs showing some of the fur services 
rendered by the store 

\ tie-in with the 
by Tom Comertord, Lit 


was made 


Philadel- 


coronation 
Brothers. 





—The "Beachcomber Shop’”’ 


was established by Stone & Thomas, Charleston, W. Va., as an answer 


to many customers’ wish for preserved and natural material for centerpieces and room decor — 


a summer counterpart of the store's ‘'Trim-the-Tree’ shop during the Christmas season. 
the home furnishings section, the shop enjoyed an excellent first season's business. 


Located in 


Clayton H. 


Gregory is display manager of the store— 


DISPLAY WORLD 








“Rite Form” 
the At the lett 
was a three-dimensional papier mache lion 
supporting a 


phia in a display of girdles. 


read punning card copy. 


rod holding one section of a 
canopy draped across the upper background, 
while a unicorn was the counterpart on the 


right. Four English crowns, the orb, and 
sceptre were other props 

Also by (‘Comerford was a Mother's Day 
display tor which the background was a 
horizontal screen on which were affixed 
various apparel accessories as suggested 
piits 

J. H. Johnson, display manager for 
Weinberg’s, Chester, Pa., used “We're up to 


the slogan 


an enormous gold 


our ears in Hoop Earrings” 
window in 


as 
which 
hoop was the center fixture, surrounded on 


tor a 


each side by smaller hoops in Chinese rings 
effect. Strung across the inside of the larger 
The en- 
tire background was dark, and spotlighting 
on the merchandise made it stand out 
good effect 


hoop were rows of hoop earrings. 
with 


white wire and 
with the vertical sections covered with white 


A 10-foot crown made ot 


ostrich feathers framed a mannequin wear- 
ing a turquoise and 
background of 
Wallis & Co., 


Jopson is display manager 


white evening gown 
blue 


Norman 


coronation 
London, 


against a 
velvet at 


For a novelty display of hardware, Rob 


ert Gatliff, Railey-Milan, Ine., Miami, 
placed six millinery heads in the window 
and crowned each with a surreal hat made 
from strainers, light bulbs, forks, and the 
like. In the background was a cutout fig 
ures Of a woman with a bird’s nest in her 
hair and branches growing trom het 
shoulders 

“On a cool summer evening” was. the 
mood for a display ot “Little leurs’ at Penn 
Fitth Avenue, New York City. Penn does 
not sell dresses, but the wraps were shown 
on mannequins wearing evening gowns ot 


mono-toned satin and net. Summervy looking 


trees and lolhlage were delicately sketched on 
the 
\ photograph of the 
was used as the central feature of a 


the mirrored backgrounds in manner ot 
a Japanese wallpaper. 
window 
full page ad in the New York Times Inte 
national Edition. Warren Ream is display 


manager 


\n unusual way of presenting “Wunda 
Weve floor covering was emploved by W. 
Kk. Ten Eyck, L. S. Donaldson Company, 
Minneapolis. The window contained seven 
feminine mannequins, each wrapped in a 
“Wunda Weve” pattern. Card copy read, 
“Fashion begins at Home” 

Veteran Displayman 
Leaves Dayton's 

Howard Reget has resigned as display 
director of The Dayton Company, Min 
neapolis, and will retire from the display 


field. He thus follows the example of Ed 
Dean. who was in charge of the store’s dis 
play retired a few 
vears ago and was succeeeded by Reget; the 
latter was with Dayton’s for 33 years. 


for many vears until he 


To occupy his time, Reget and his wite 
have purchased a gift shop in Edina and 
will operate it under the name oi Tips 


Edina Gift Mart. 
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Doerr & Associates 
Names Representative 

Doerr XW \ssociates, (ohio, 
made known the appointment of Louis 
Stutz, 406 South Main street, Los Angeles 13, 
West the 


firm's line 


Portsmouth. 
has 


as coast for 


sales representative 





— Lovis Stutz — 


held 
His background is well-rounded, having at 


Stutz is well known in the display 


tended New York university School ot Re 
tailing and Columbia university School of 
Journalism. He is particularly known tor 
his ability in developing promotions with 
an eve toward = selling merchandise. 
Jack Frost Returns 
From Overseas 

Jack A. Frost, Detroit, has returned trom 
the Far East, where he investigated posst 


bilities for expansion of the Frost organiza 
tion; the company ts known tor its electrical 


contracting achievements and particularly 
its 
conducted on a 


With 


edison 


fo electrical equipment rental service 


national scale. 

Detroit 
42 promi 
Detront 
thre 


Frost 


Company, 


were Fred Compton 
group of 
the 


Spotlsor «| 


and a 
nent madustrialists, members ot 
Board ot Commerce 
trade The 
in Manila by a 


which 


tour months trip was climaxed 
the 
of the Republic of the Philippines. 
krost Tokvo, 
many major industrial construction projects 
the 


outstanding 


president 
(1 


meeting with 


sp 


cial interest to were where 


are now under way, and Philippine 


islands, where an industrial 


potential was noted 


Winners Made Known 
In Contest 

Kirst prize ot S100 in the display contest 
recently by the 


has 


sponsored 
of MeCall Corporation 
to James A. Ogilvy Department Store, Mon 


pattern division 


bye Cl award d 


treal, with $50 going to Newman's Depart 
ment Store, lenid, ()kla. Prizes >] S25 Cat hy 
went to Lit Brothers, Philadelphia ; Welek’s, 


Miss.; H. Leh & Co., 


Pa.. and The Fair, Chicago 


(layton, 


\llentown, 








| 





STYROFOAM 





STYROFOAM SHEETS 
BOARDS—BLOCKS 
10°'-12''-20'' Wide 
All thicknesses 
(**-2°'-3''-4"" to 12° 





SNO-BALLS 
All Sizes 
2'*—2!/,''—}3''—4''—5''—6"" 
Canes — Snow Men — 
Reindeer 
Display Dealer's Catalogue 





Now Ready! 


e 
ee 


PRODUCTS 
6415 N. California Ave., CHICAGO 45, ILL. 











EXPANDED ALUMINUM FOIL 
Versatile metal mesh decorative 
material, in eight bright colors. 
Offers unlimited opportunities for 
the decorator. Flexible, easy to 
fashion, easy to cut. Your jobber 
can supply you. Write for samples of 
R-P Expanded Aluminum Foil and Puf- 
fing Foil, also samples of R-P un- 
expanded, and non-expansible aluminum 
Foil patterns. . . . Especially adaptable 
for Fall and Christmas displays. 


RESEARCH PRODUCTS 
CORPORATION 

1015 E. WASHINGTON AVENUE 

MADISON 10, WISCONSIN 
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The walnut finish 


| That’s the 
ff Finest housewares vy 
display I've ever esos 


seen! those appliances 


stand out. 


ro 


| 
Vo 


® art poster boards 





\ 





® process boards 


e display blanks 


Board sure makes 


on that Crescent 








That's why ~ 
= department 
\ SS store people every- | 
NO where are demanding — 
Crescent V-Neer Finish Board. | 
It's a perfect reproduction of rare 


walnut. For signs, imitation wood 


floors. Satin finish takes pen, brush, 
and all types of printing 
~——including silk screen, 
Available in 5 colors. 


Ask your dealer for samples 


Look for this trade mark and be sure of the finest — 


ier Veloso .\ ie)-ley.\ iomee) iN. bi 


* 1240 N. HOMAN AVENUE -°* 





CHICAGO 51, ILLINOIS * 











FALL 


INTO 


CHRISTMAS 


DURING 


MARKET WEEK 


FEATURING 


FALL “Back to School’ 
FALL Fashion Flowers 
FALL Novelties 

FALL Fabrics 


BE SURE TO VISIT 
CHICAGO'S FINEST 
SHOWROOM DISPLAYS 
JOBBERS WELCOME 


Harlan Fabrics Corporation 


30 N. WELLS CHICAGO 6, ILL. 
CE 6-0092 








JOBBERS 


MAKE A NOTE... 


SEE ROOM 507-A 
DURING MARKET WEEK 
AT CONRAD HILTON HOTEL 
CHICAGO, ILL. 


Christmas Showing of 


| ARTIFICIAL FLOWERS 
and DISPLAY UNITS 


Everything new in design and style. See 
our new sales presentation for the display 


jobber. 


MET-WOOD DISPLAY CRAFT 


58 Middle Rose St., Trenton, N. J. 
SOLD ONLY THRU JOBBERS 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
. 
$4.00 Per Column Inch— CASH WITH ORDER 
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NEW HORIZONS 
[Continued from page 116] 


be accomplished in whatever manner he selects 
or directs. The third phase begins the up- 
swing of the cycle, point-of-purchase. Here 
is where the goods must be stocked in ratio 
to the way they sell. Here is where the 
goods must look their best. Here is where 
preselling must pay off. Here also is where 
switching and poor selling take place. There- 
fore, the advertiser must insure that his pro- 
gram follows through at this, the most 1m- 


| portant point, “the last 3 feet.” The fourth 
| and final phase of the sale, we believe, is the 


| salesperson. He or she answers the questions, 


renders the service, rings the cash register. 
Again it is important that the salesperson be 


| given helpful information and devices that 
| assist to control the information and maintain 
| the enthusiasm of the customer. Here again 
| it must be understood that the salesperson 


| may be selling many directly competitive 
| products. The salesperson must be taught and 
| be kept well informed. Let’s never forget in 


| planning a program to complete the cycle of 
the sale. 


This year begins the greatest era in the 
history of point-of-purchase and the contri- 
bution it will make to the economics and 


| well-being of America. Please complete the 
| cycle of the sale and always give considera- 


| tion to the necessity and importance of the 


merchandise presentation and showmanship 


' essential to the finished selling job. Insure 
| the complete success of your national and 
| local advertising expenditure and efforts by 
| making certain of adequate display facilities, 





demonstration, showmanship and inventory 
control to insure your rightful share of re- 
orders necessary to successful distribution 
and production operations. 

Selling must always precede production 
unless we plan to overload our warehouses 
and encourage unemployment. Take your 


| choice ! 


| Industrial Exhibit 


On Wheels 


Westinghouse Electric Corporation has 


| equipped a special truck with a display of 


electrical controls, circuit breakers, and mo- 


| tors and has started the traveling display 
| on a journey which will cover about 350 fac- 
| tories during the next 14 months. 








Be Sure To Attend 


| 


DISPLAY 


MARKET WEEK 


CHICAGO 


CONRAD HILTON HOTEL 
JUNE 27 TO JULY 1 





DISPLAY WORLD 























—This is one of the displays created by students 
of that subject at the Traphagen School of 
Fashion, New York City, at the annual exhibit of 


their work— 


Many Entries Expected 
In Display Contest 


If entries received thus far are an accurate 


indication, 
tered in the national display 


will be = en- 
contest being 


record number 


sponsored by the Electric Housewares Sec- 


tion of 


turers 


man tor the group. 
electric 


with 
paign. 


The contest closes on July 15. 


should be sent 


Association, according to 


National Electrical Manutac- 


Housewares Gift cam- 


All entries 


to the above-mentioned or- 


ganization at 155 East 44th street, New York 


City 


letterhead should be attached 


to each photograph entry, plus the follow- 
ing information: store name and address, 
type of store, name of person responsible 
for the display, and a short description of 
the results obtained. 


Personalized Mats 


Offered For Stores 


“For the first time it is possible for a store | 
to have its name, slogan, and address set | 


forth 


38-inch 
approximately 


attractive 
rubber 


letters on a 24 by 
door mat at a 
one-fourth of that 


cost of 


previously,” states a spokesman for Mitchell 
Rubber Company, 2122 San Fernando boule- 


vard, Los Angeles 65. 
identify 


store 


“Not only does the 


itself in a hitherto unused 


display space, but the attractiveness of the 


mat 


message.” 
The mat comes in four colors: 
red. 


black, 
alized 
rOWwWS 


inches high. 
sent free by 


JUNE, 





enables 


it to get over an advertising 





> 


da spokes- 
The contest 1s a tie-in | 





required | 


blue, green, | 
person- | 


The copy can be | 
54 letters divided into three | 
letters, each letter being 2% | 


Descriptive literature will be 
the manufacturer on request. 


ifsd 


i 
| 












SEE OUR BOOTHS 
43 AND 50 


MAIN HALL 


RECIPE FOR MORE CHRISTMAS SALES 


Butler's traditional colors in Sun-Fast, Fade-Proof, Seamless (107" «x 12 or 50 yard rolls) for 
backgrounds, floors, etc., blended with Butler's galaxy of sparkling, new textures and holiday 
motifs, to give you sales-stimulating windows and displays. 


Fes FF FSS 88888 88 2882888282282 28 8888885 


BUTLER PAPER NEW YORK CORP. 
655 Madison Ave., New York 2!, N. Y. 


Please rush me my FREE copy of your 1953 
Catalog of Decorative Display Papers and the 
name of my nearest authorized jobber. 

Name 

Firm Name 

Address 

City Zone State 


—~trtrtrtrrtirtirintitiitiests | 
sa eee eaeneseaaeaaaae = 
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“ART R. COHEN. 


SANTA SUITS 





TO CONVINCE THE MOST SKEPTICAL YOUNGSTER 


Youngsters still go for a good old-fashioned 
Santa, and Art R. Cohen has the right suit for 
him. Order this complete outfit now to be ready 
for Christmas. Consists of full cut red plush, 
sateen lined coat and pants with white plush 
trim; red plush cap with white plush trim 
and white pom-pom; white plush belt with 


buckle; shiny black leather- $5 9 50 
<@ 

















like leggings with white 
plush trim. Large size only, 


complete outfit........... 

Corduroy Santa Suits with plush trim. .. $24.75 
Flannel Santa Suits with plush trim... . . $32.75 
White wool Wig and Beard Set........ $3.75 
100% Nylon Wig and Beard Set....... $18.75 


MAIL ORDERS FILLED PROMPTLY 
Member NADI —< / 






Modern Display Equipment 
810 Penn Avenue, Pittsburgh 22, Pennsylvania 
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See us af... 


OOTH 17-1 
NADI Show 


Conrad Hilton Hotel 


CHICAGO, ILLINOIS 


June 27 to July 1 


1196 Merchandise Mart 
Chicago 54, Illinois 








DEMAND THE OLDEST NAME 
IN ELECTRIC TURNTABLES! 





oto:Sho 


Your assurance of top performance, ROTO. 
SHO Electric Turntables are used by mer- 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 
to 200 Ibs. 18° table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also available 2 es 
Build-up fixtures too. 


MODEL 
"712" for 
LIGHTED 
MOTION 
Two-way elec- 
tric outlet, 
permits novel, self-contained lighting effects or 


operation of electrical devices while table turns. 
Will revolutionize your window trim! 



















MODEL “A" 
ROTO -SHO 
Standard for the 
werld! The action 
display-way to 
boost your sales. 






We also produce midget fractional H.P. electric 

motors, electric barbecue and Christmas tree 

turners. 24 hour delivery from stock! 

See your foce!l jebber, or write ws for complete 
ceteleg of ROTO-PRODUCTS! 


GENERAL DIE & STAMPING COMPANY 
lategrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y 
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displays with a lot of rattan and natural 
lowers. 

Department stores in Paris were crowded 
with shoppers betore Easter and in order to 
show more window merchandise they built 
little stalls in front of their windows and 
even sold small merchandise such as lingerie, 
stockings, and neckties on the street. 





| | | found the same trend in England and 
| would like to take this opportunity to 


: Germany regarding the good aster business. 
sav that the Editor's Comment in DISPLAY 


My buying on imports was very satisfactory. 


()R s ta — - a = 
WORLD 3 terrific, so keep it coming ihe Leo. Starer, Starer Displays, Milwaukee. 
\pril issue of DISPLAY WORLD was of 
particular interest to me. [| believe you hit ae | 
the nail on the head with your article on Thank you for your letter ot inquiry about 
display clubs and org winston. our cologne spraying unit. This unit consists 
Here in Enid, a city of some 38,000 people, °F 4 small air compressor, with a timing 
we have a very fine and active display guild switch which will turn the compressor off \ 
- e - , ; : = ; - ry*y ; . - . 
Phe club is only one year old this month, but and on at fixed intervals. The unit can_ be 


we are keeping it alive and full of interest. set at either one minute or two-minute inter- 


We started out with ten members and have Vals; that 1s, on Id seconds and off either 


; ~ 5 <ec R - TOS cec Re mec + “ce 
16 at the present time, with a goal of 25 45 seconds or 10: econds. It include three ) 


, 12 rT 7) “@ < : 
| believe the secret of our success lies in the special atomizers on /2-ounce bottles, to 


meetings and activities we have. We have gether with tubing to meet the average re- 
a guest speaker at each meeting, and believe quirements tor such we vome 
me these speakers are certainly willing to (Ordinarily four parts of cologne to one 
talk to display people. Some of the speakers part of glycerine are used for spraying to 


we have had and are going to have are from Provide the necessary suspension of fragrance 


lara! tesstnececs lighting, new paints, lum- — ™ the air. This unit has been much improved 
ber and materials. art. signs. safetv. and edu-- OV€T Our previous units, Inasmuch as that the 
cation . timer now has an electric motor and does not 

We planned the Christmas street decora- Teduire winding by hand.—J. V. Shea, The 


tions and the guild made them: therefore we DeVilbiss Company, Somerset, Pa 
have enough money m our treasury to meet 
our needs. To create interest in display, the [| want to apologize for not writing you 
club photographs and judges windows, then earlier but, as you see, | was waiting for 
awards a bronze medal for the “Window of — the February issue of our store’s paper, the 
the Month.” This contest 1s open to the “Gimbeiite,’ which ts enclosed, to come out 
public and the local paper runs a picture and pefore I sent you my letter of thanks. 1 
story on the “Window of the Month.” We — received the silver medal of DISPLAY 
are trying to make display an interest of ©WORLD’s International Display Contest 
everyone, Thomas Brown, J. C. Penney for 1952 and Gimbel Brothers and I are very 
Company, Ine., Enid, Okla. proud ot this award. I certainly appreciate 
all that vou did to make this award possi- 
| had a very enjoyable trip in leurope and ble and would like to thank you again tor 





was very fascinated with some of their win your compliments and good wishes. Let’s 
dow displays, especially in Switzerland. Zur- hope that 1953 will be a golden one !—Luke 
ich, for imstance, had very outstanding [aster Maletich, Gimbel Brothers, New York City. 


— _ —_ a 





















—This’ is one of a series of attractive displays having the same theme for the promotion of cottons 
at Lit Brothers, Philadelphia. Thomas Comerford is in charge of display— 





DISPLAY WORLD 




































































Thank you very much tor your award. 


ae 


sincerely teel that you are doing a won- 
derful job by recognizing display — skill 
through the medium ot your International 
Display Contest. This is one important way, 
among displaymen, to compare display skill 
and ability with others 

I have entered the contests tor the past 
three years and have been fortunate to 
receive medals each veat These medals 
serve as a terrific recommendation, now 
and tor tuture positions. You are so right 
in stating that this type ot contest does have 
a “definite influence in directing more at 
tention to the immportance of display in re 
tail merchandising; and for sure, awaken- 
ing some retailers to the fact that display 
will play an important role in increasing 
sales, thereby increasing profits for man 
agement. This is the new era of visual 
merchandising and should be used by man. 
agement 100) per cent.—Carl J. Richards, 
McAuslan & Wakelin Company, Holyoke, 
Mass 


We wish to take this opportunity to thank 
you tor the past courtesies extended to us 
by inserting our photographs in DISPLAY 
WORLD. It is surprising how many people 
in the display field have told us about seeing 
our various pictures in the magazine, and 
how eagerly they look forward to finding 
their iriends’ pictures in DISPLAY 
WORLD. 

Knelosed find a check for $10 for a copy 
of the book Dynamic Display. We teel 
sure that anything you recommend must be 
worthwhile. Henry R. Rudolph, Consoli 
dated Display Sales otf Pennsylvania, 


Philadelphia. 


Cohen Heads Display 
For Fedway Stores 


Following the resignation of Neil Fer 
guson, Murray Cohen has been named _ to 
head display tor kedway Stores, with head 
quarters in New York City He had been 
display manager tor Montgomery Ward & 
Co., Baltimore. 


Additional Duties 
For Fulling 


John H. Fulling has been appointed dis 
play and advertising director tor Blum’s, 
San Jose, Calit. He was tormerly in charge 
of display. 


Synchronous Timing Motor 
Announced By Hagen 


A new synchronous timing motor with a 
torque rating of 40 inch ounces at 1 rpm 
has been announced by Hagen Mtg. Com 
pany, Inc., Moline, Ill. Outstanding fea- 
tures include cut gears and_ pinions 
throughout, highly polished spindles, added 
bearing surface, positive positioning and 
locking of stator and rotor assemblies, and 
oil retaining discs which prevent oil leakage 
of the die cast housing. The motor is 
availabl in unidirectional or reversible 
models in a wide variety ot output speeds 
and voltages. Literature 1s available’ on 
request to the company. 
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Disp bi y 





MAIN EXHIBITION HALL 


BOOTH 124 


‘PLASTIC FABRICATORS, 





be! aves 





NEW YORK CITY 7 














AUTUMN OAK e@ CEDAR-SLABS and POLES @ 
INDIAN CORN e STAKE and GRAPE VINE @ 
BACK TO SCHOOL: Pens, Pencils, Slates and 
College Pennants 
Your JOBBER* has a complete line of FALL 
isplay materials from: 


National Display Materials 


division of 
NATIONAL SAWDUST CO., INC. 
65 N. 6th St., Brooklyn Il, N. Y. 
*Contact your Jobber; if necessary, Catalogue on 
request 











CHIPMUNKS! Let these amusing little fellows 
give ‘‘life’’ to your fall and winter displays. Fine 
papier mache. $3.95 ea. Squirrels 24°’, $16.50 ea., 
small, $6.75 ea. Foxes $16.50 ea. Racoons $14.50 ea. 
Skunks—$7.50 ea. Also Giant Shells, Mermaids, 
Santas, Snow Fairies, Elves. Jobbers Invited. 
R. O'HARA & CO. 
4315 Ave. 9'/2 Galveston, Texas 


























A NATIONAL FAVORITE 


Displaymen across the nation are using 
8-ft. high Curvo Wallboard for window 
and interior modernization. Write today 
for a “Curvo Catalog’ and learn how 
Curvo can help you too. 





Greggory Products Co. 


203 N. Wabash Ave., Chicago |, Ill. 




















USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 


$4.00 Per Column Inch— CASH WITH ORDER 











Foil, Plain Papers, Base Metal, 
Puffing Foil, Duplex Foil Carton, 
and Reflex Borders 


R. A. OHLHORST 


278-292 JOHNSTON AVE., JERSEY CITY, N. J. 
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See us af... 


BOOTH 17-18 
NADI Show 


Conrad Hilton Hotel 


likey Selene eel, lelb 


June 27 to July 1 





JUNE 
MARKET WEEK 
Chicago 


























The Most Amazing Array of 


MODERN 


Ornamental Wrought Iron 


DISPLAYS 


to be seen anywhere 





Modern display equipment that will 
SELL YOUR MERCHANDISE It's 
something YOU CAN'T AFFORD TO 
MISS. 


BOOTH No. 5 


NORTH BALLROOM 
CONRAD HILTON HOTEL 


June 27 to July Ist 
































HARRY C. COHEN CO. 


Sty sts n Ww re 


5219 Center Ave., Pittsburgh, Pa 






























JUNE, 1928 


The annual convention of the Interna- 
tional Association of Display Men was held 
at Toronto, with W. L. Stensgaard being 
president. James A. Foley, 
(Chicago, was appointed executive secretary 
of the organization; he had formerly been 
connected with DISPLAY WORLD } 
President Stensgaard that the 
first organized research into display circu- 


reelected 


announced 


lation and costs had been completed; cost 
per thousand circulation as determined 
by the was $1.11, and the average 
circulation for a city of 169,000 was said to 
be more than 22,000 on week days and 32,000 
on Sunday. 


survey 


Top prize in the Electric Vacuum Cleaner 
Company display contest, a Chevrolet, was 
won by Carl W. Ahlroth, The May Company, 
Angeles 

Arnold J. Abrams, representative 
of The Adler-fones Company, Chicago, was 
trip in 


Los 


sales 


on an extended business-pleasure 
lcurope. 

Oscar A. Luke, The J. L. 
pany, Detroit, won first prize of $200 in 
the Nemo corset contest. J. B. McCann, S. 


Kann Sons Washington, 


Hudson Com- 


Company, placed 


second, and William A. Montgomery, The 
Crosby Brothers Company, Topeka, won 
third. 
JUNE, 1943 
An innovation in the display field was 
Display Market Week, held because of 
travel restrictions June 21-25 in New 


York and July 6-10 in Chicago. The event 
was sponsored by a number of display firms 
with the local club holding 
forum evening in the of 


in each city, 
an open 


Chicago. 


Case 


Ray W. Parks, Leavitt Stores Corporation, 
Manchester, N. H., was reelected president 


of the International Association of Dijs- 
play. Ballotting for all offices was by 
mail. 


Be Sure To Attend 


MARKET WEEK 


CHICAGO 


ole). LeU aii eee), mo lene ae 
JUNE 27 TO JULY 1} 


The tirst annual meeting of the National 
Association of Display Industries was held 
June 26-27 at the Palmer House, Chicago. 

Frank X. Jerman, Weed & Co., Buffalo, 
won the all-expense-paid fishing trip first 
prize in the National Fishermen’s Week 
display contest. 

Edward Bedinger became display manager 
for Rutland’s, Orlando, Fla.; he formerly 
was a designer with the Earl W. Gasthoff 
Company, Danville, III. 

Charlie Merrill, now display director for 
S. Kann Sons Company, Washington, was 
a Pic. with the army in North Africa. 

Kingsley J. Schneider, display director of 
lL. L. Berger, Inc., Buffalo, was inducted 
into the U. S. Marine Corps. 

soyd R. Gasque resigned as display and 
advertising manager for H. Weil & 
Brothers, Goldsboro, N. C. 


Appointments Made 
To VMG Board 


The following displaymen have been re- 
elected as members of the board of directors 
for the Visual Merchandising Group of the 


National Retail Dry Goods Association: 
Louis A. Banks, Sears, Roebuck & Co., 
Chicago, chairman; Lee W. Court, Wm. 


Filene’s Sons Company, Boston; Henry F. 
Callahan, Lord & Taylor, New York City; 
John R. Foley, Macy’s, New York City. They 
will serve for a term of three years. 

Appointed to fill vacancies on the board 
were: John T. Chord, Stix, Baer & Fuller, 
St. Louis, two years; J. Howard Schneider, 
The Crescent, Spokane, and Arthur R. 
Gault, Halle Brothers, Cleveland, each one 
year. 

Others appointed for three-year terms 
were Robert F. Kenny, J. L. Hudson Com- 
pany, Detroit, and Escher W. Bettis, 
Stewart's, Louisville. 

The election and appointments were made 


during the VMG and Sales Promotion 
Division meeting held in May at the 
Netherland Plaza hotel, Cincinnati. 





Rosen Joins Resident 
As Partner 


Resident Display, Inc., 100 Charles street, 
New York City, announces the association 
of Bud Rosen with the firm as partner 
with L. W. Sanderson. Rosen had_ been 
associated with Bonwit Teller and R. H. 
Macy & Co.; at the latter he was 
interior display manager Display 
Director John R. Foley. 


store 
under 


Self-Selection Unit 
Aids Button Sales 

A self-selection merchandise displayer 
called the “Select-A-Button” is proving 
successful in increasing sales, turnover, and 
stock management in the of buttons 
according to Batterson-Wessels Company, 
Muscatine, lowa. A stepped-up, top of the 
counter fixture, the unit stocks and displays 
buttons in 168 individual pockets, each con- 
taining sixteen cards of buttons. 
Properly the will produce 
annual sales as high as $100 per square foot, 
it 


sale 


six to 


used, displayer 


is claimed. 
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COMBATING REFLECTIONS 


[Continued from page 37] 


with light, we mounted Century stage color 
units using 150-watt R-40 spot lamps at the 
back of the windows in series of three 
colors — red, blue, and green. Green was 
chosen in preference to amber because tests 
proved that amber light upsets color balance 
on many displays. With these three colors, 


we are provided with an almost infinite 
number of colored backgrounds with a 
minimum of effort. For additional side 
lighting and special’ effects, National 
“Plug-In” strip is installed along the back 
of the windows in the base of the back- 


ground panels. 

All light sources and equipment, includ- 
ing front units, ceiling, and background 
are concealed from public view by theatre- 
like teasers, or baffles. Inside surfaces of 
the window baffles are painted flat white for 
better reflection, while the fronts are painted 
the same color as the background panels. 

Display changes in the windows are made 
according to a_ predetermined plan, and 
once the display is set, displaymen can ob- 
tain the desired lighting effect by manipu- 
lating a series of switches which are located 
in a recessed wall panel. Units are 
nected in pairs to make it easier for the 
displayman to control the illumination. The 
switching arrangement eliminates the 
necessity of the displayman stepping outside 
the window to check the lighting arrange- 
ment and make new changes. After the 
lighting is set, the window access is locked 
and the lighting in the windows is controlled 
by a master switch outside the display area. 
With this plan the lighting arrangement 
is not altered, and it is not necessary for a 
man to relight the windows each morning. 


CON- 


Although provisions have been made in 
each window to accommodate a connected 
load of 9 kilowatts, the present circuit 


maximum of 6 

The extra circuits will allow the 
of equipment and if 
needed to produce window display lighting 
ot greater intensity. 

Wiring is asbestos heat-resistant wire in 
conduit, and provisions have been made to 
ventilate the windows to keep air tempera 
tures down to a maximum of 110 degrees. 

The majority of the equipment used in 
Filene’s display windows was supplied by 
the Henry L. Wolfers Company and 
installed by James Wilkinson & Co., Boston, 
under the direction of Mr. Richardson, who 
Nela Park during the 
design stage of this installation. 

We believe the results obtained 
with our new window display lighting are 
well worth our efforts to determine the best 
combination light 
into 


breaker system is set for a 
kilowatts. 
addition 


new when 


Wa> 


accompanied me to 
being 
and arrangement of 


sources to turn these valuable 
effective selling tools. 


aTeas 


Mrs. Wilhelmina Leonard Dies; 
Was Display Factor's Mother 


Mrs. Wilhelmina Leonard died recently in 


Cincinnati after an illness of 12 years. She 
was the mother of Charles Leonard, who 
heads the display firm of that name in 


Savler Park, Ohio. 
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Manufactured and Imported by 


BERNARD SCHWARTZ & CO. 


29 HOWARD STREET 


e America’s Largest and Fastest 
Selling Moderate Priced Line of 


Artificial Flowers, Foliage 
and Set Pieces for Xmas 


FOR THE DISPLAY JOBBING TRADE 


BOOTH NUMBERS 139-140-141-116, MAIN EXHIBITION HALL 
CONRAD HILTON HOTEL, CHICAGO, ILL. 
JUNE 27 THRU JULY |, 1953 


Send your request for your FREE Catalog 


NEW YORK 13, N. Y. 











GLAMO-REPAIR YOUR MANNEQUINS NOW 


FOR BIGGER AND BETTER FALL BUSINESS! 
IT'S THAT TIME FOR REPAIR AGAIN ... 


HERZBERG-ROBBINS FEATURES: 


@ Expert and complete repair service 
@ Anything fixed from a broken hand to complete repair 


of the mannequin 


@ Work done in our 4000 square foot factory where every 
facility for a top-notch thorough job is available 


Write for Our Service for Stores Outside New York Area 


HERZBERG-ROBBINS INC. 


457 WEST BROADWAY, NEW YORK 12, N. Y. 


Your One Complete Source For Your Mannequin Needs 


HERZBERG-ROBBINS, INC., 457 West Broadway, N. Y. 12 


Please send me your repair circular 


Gentlemen: 
Store Name 
Address 
City 


Attention 





State 














USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 


REPRESENTATIVES WANTED 
* 


$4.00 Per Columa Inch— CASH WITH ORDER 












Ribbon Headquarters 


TAFFEL BROS., Inc. 


95 Madison Ave., New York 16 


FREE! On store letterhead, 
write for Xmas ribbon samples 
and price list. 
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SALES REPRESENTATIVES WANTED 


l. Illinois and Western States, including Texas ers, display units and novelties for department stores and high class 

2. New England and upstate New York specialty shops. 

§. Pennsylvania (excluding Pittsburgh) Maryland, Washington, D. C., Liberal drawings against commissions for experienced men with good 
Virginia following. State experience and references in first letter. All replies will 
Long established importer and manufacturer of decorative artificial flow be held in strictest confidence. 


Address BOX 4EF, Care of DISPLAY WORLD 











| ’ 
CHRISTMAS UNITS AT 
ITORIES NOW OPEN 
ONE-FOURTH PRICE SEVERAL GOOD TERRITO | | 
GROUP ONE... _.. for Hulsizer’s, a leading producer of outstanding floral | 


‘ ” . . e ° - , "a S ‘fa? - ; y e "oo e ¢ > > ‘ord 
12—White %” plywood merchandise display cabinets gaily displays for over 50 years. If you have a good sales rec 


decorated with styrofoam, sequins, ornaments, velour and and are now selling successtully to retail stores, you can 
roping. Metal grill backs. 3 sizes. 

9—White Fairies as flying ballet dancers with beaded wands. 
) a” ”_ tf ’? 

7 4 J- WU) 


qualify as our representative in one of several good terri- 
tories. We are particularly interested in securing repre- 
GROUP TWO. sentation on the Atlantic seaboard. Our percentages are 


1—5°5° mache-sculptured Santa as railroad loading checker. the best, our selling aids the finest available anywhere. 
5—40" mache-sculptured Pixies as trainmen: engineer, sema 
phore operator, boxcar loader, signalman and hand. truck 
pushes 


BEAUTIFULLY EXECUTED BY WELL-KNOWN LLOYD DALBEY 


MANUFACTURER 
HULSIZER’S 


WHITNEY ’S, San Diego 1, California 422 EAST GRAND DES MOINES 9, IOWA 


Write for interview to 


If interested write: 

































IMPORTER 
of Display Novelties — Flowers — Reedware 
Wants Salesmen to Sell Window Disvl 
° iInadow Lispia 
Jobbers — Chain Stores — Resale Dept. Stores | a ree sand ee ae 
fhe most attractive mechanical toy window appearing 1n 
. x St. Louis last vear is available for purchase. This sale 1s 
GOOD COMMISSIONS possible only because the store does not repeat (Christmas 
ys . . , Toy Display Attractions. Display can be adapted for use in 
Write stating experience & exact territory covered several windows, but was used originally in corner window. 


window 


Address BOX 6AB The display consists of the following mechanical and non- 
, ic: ieces: Balancing er Unit (consisting of 2 

~ ) mechanical piece Balancing Deer Un | 
(Care of DISI LAY WORLD deer). (,i1tf List ( hecker Deer. lrain (Operator Deer, 
Deer eating Lichen, Whirling Reindeer, Musical Deer, Deer 
oiling Bicycle (cycle to he included), Weeping Rudolph, ‘ 


F O R S A B E Sleigh, Rudolph’s Animal Friends. 


> ‘ lt interested, contact Display Department 
“The Night Before Christmas’? Mechanical “‘Bliss”’ 
Christmas Units (8 in series) STIX, BAER & FULLER 


St. Louis 1, Missouri 


FOR SALE 
Mechanical Rudolph Christmas Toy 








Completely enclosed with scored antique plywood. These units 
are in A-l condition, will need only minor touching up. All 
signs included—strictly protessional. Units will come apart for 
small door openings. Size approximately 4 ft. wide x 5 tt. high 
x 0 on. depth. Price $750.00 complete. Use with P.A. system 


records available Will be at the Conrad Hilton during market COMMISSION SALESMAN 


week, or write tor pictures later, 


° ° $10.000 this vear is not too uch for the ) ‘ ant! Why 
LEO SCHEAR CO., Evansville, Indiana ee See ee ee ee eee ee y 


trv to sell ordinary things? Cash in on our miracle line of 
JOHN G. BARTON, Display Director 





















display novelties hand picked from the most confidential and 
closely guarded roreiegn and domestu SOUTCeS, (Our line 1s hotter 


than the H Bomb!! Nobody else has got it! Start full or part 











SALESMEN WANTED SALESMEN Calling on Depart . 
| ment Stores and Specialty Shops time Protected territories. New items supplied weekly. 

to fast selling small sideline ’ , ' 
Display sSalcsmen calling on rol 


Gies Ganiaee. te ggg eg agi DUPLEX DISPLAY & MFG. CO. 


| 
Miany states ope! 















available Complete line of 
iadS COTPSANCS i.) display macka r¢ 
\ddress BOX 6GH x: one gency 95 Saye 916 ARCH STREET, PHILADELPHIA 7, PA. 
Care of DISPLAY WORLD 6JK, Care of DISPLAY WORLD. | 



























DISPLAY WORLD 








R. M. 


27th- 


Or contact 
Chicago, June 


WANTED 


Used Christmas Mechanical Display For 
Large Corner Window 


MUST BE 


Write giving complete information and send photograph 
Montgomery during Market Week in 


PENN TRAFFIC COMPANY 


Johnstown, Penna. 





IN GOOD CONDITION 


July Ist. 


day staple props. 
All 


stating 


We 


experience 


will exhibit at 


(Care of 


( hicago 


SALESMAN WANTED 


rr . . ‘ . . 1 o 
lo represent one of America’s leading display firms, selling 


seasonal exclusive lines of foliage and displavers and every) 
Full time position. 
information 
NADI 


interviews can be arranged there. 


Address BOX 6HI 


DISPLAY WORLD 


W rite 
be 
lt 


lor mterview 


will confidential 


show. convenient, 
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: ; . 
FOR SALE 5s \ oe " Maen oP ay Column F O R S A L E F O R S A L E 
or Ledge unit (sold wire frame Three Bliss “Classic Jardins’ Units 
MOULDED PULP work with White Fibre Tube Can For High Fashion Fall Coat and ESTABLISHED JOBBING 
dles. Cone of green flocked wire Suit Displays BUSINESS 
’ ‘ mesh, Decoration of white ostrich : . S ; - 
‘ FORMS plumes, gold and white’ feather Resembl masonry units such a ’ . 
fringe. fuchsia Pine cones. multi would be seen in a formal garden handling most exclusive lines 
PROCESS colored glass berries and silver ven a oe each Now $600.00 seagg hoe of Sogg ~ Rise ete Race 
leaves. White plastic base th eacn GOs USS BSe eason: . re ( 
MACHINERY, DIES || i300 ran as Basic || Wali wont perfectly a windows ap- | | reasonable rent, “Good oppor 
9 lighted. Size overall 5’ 4” high: proximately 1X ft long by 5 to 6 tunity lor two working part 
4” wide; 11] deep. Item is 19 it ares or Tor rr kk ) ' ners, or will consider selling 
COMPLETE main floor Christmas item ex W uy sp ool ~onrad , — spr one-half interest to outside 
cellent condition Qrivinal price market week or write or pictures 7 . 
Working partnel 
$5 000.00 $51.75. Sale price $25.00 f.o.b. Den later it 
, . Ver. Photos on request 
Bi B N ed S Display Department LEO SCHEAR CO. Address Box 6FG 
ig Duy — INe pace DENVER DRY GOODS CO. EVANSVILLE, IND. ’ PISPLAY WORLD 
SS 16th & California, Denver, Colo. JOHN G. BARTON, Disp. Director Care ot . x 
PRODUCTS CO. SALESMEN WANTED WANTED 
Southwestern & West Coast States F USE THE 
741 Ww. Harrison Street open — exclusive ee ee Display Man and 
. otf complete lines ‘ull time, ag . . 
Chicago 7, Ill, or gressive, experienced, men. Full Card Writer Opportunity Exchange 
Phone MOnroe 6-2360 credit on matl orders. High earn , 
F k R ffl ings tol produces tor permanent position with 
ran affles Address BOX 6BC progressive Department Store For any WANT AD 
Care of DISPLAY WORLD Chain. Liberal salarv. 2 weeks purpose: 
paid vacation and = insuranecs 
Displayman Wanted l'se your he * (| 
; ts lospitalization, ace) 
display knowledge to earn money ey , i . r old - " aaa e POSITION WANTED 
Kknter selling field, full or part Gent allt rie Va pil aACiv alles 
time Big immediate commissions SALESMAN mient. e POSITION VACANT 
80° of our sales torce are tormer 
! a P ~ an ~ . ee 
displaymen and average $1 000 per Southeast and South i. entra National Stores Corp. 
year Confidential replies Want States open tor exclusive rep 410 § ies. ie e USED DISPLAY 
action’? Then write now! Duplex ‘ ee: econ venue ° ™ 
- resentation in protected terri 
Display & Mfg. Co., 916 Arch St., gee , | "eager va Nashville 1, Tenn. EQUIPMENT 
Philadelphia 7, Pa. (OFRES GS ONS OF THe ERCSs tm FOR SALE 
of tast selling unusual display 
items on the market. today. . . 
. - . e REPRESENTATIVES 
SALESMEN WANTED No objection to non-conftiict SALESMAN WANTED WANTE . 
Money-making sideline of plastic ing lines carried. to carry sideline of very new ul 
Pricing Sets at sensat and unique trimmings. Give 
Many states open. Addr Address Box 5DE references $4.00 Per Column Inch 
5 ; ] ICTS ) , ) ddress IE 
MASTERCRAFT PRODUCTS Care of DISPLAY WORLD Vdd BOX 6DE CASH WITH ORDER 
223 Tyler St. Trenton 9, N. J. (are ot DISPLAY WORLD 
. . ; 1 } . . . 4 . 
Signs And Displaymen ot the division, Murray Goldsmith of M.  DeGalan Has Innovation 
. (goldsmith & Co \ll stressed the turn ot ° 
Hold Gala Dinner — | okie . In Display Screens 
O t] ' mternational events that made thi nmeacas Of 
1 nuna»re Tit Trt is i>] it SITs ALICT " . ‘ si) ' ] 7s, 1e* \A ) bie { an i \) 
Posie | { t| pO United Jewish Appeal more pressing mething new im the field ot display 
displavs mdustries, uniting tor their annua screens h ee ad no ' 
, co hehalt i ti ) ited | rel \ during the current drive. reenS mi been made known by Carl A 
11! r ] all ) ie@ WU Hite CWish ) ; nT : sacle 0 , , ' 
vane : — . y , ratte { - \ surprise feature of the evenine was 4!mmer, president of the Henry V. DeGalan 
( >] reate} , \A ork, met ln ci | . , 7 , am ' etre ’ “Dag ’ 1? 
: ; HH ney Ml | ) ie t the award of a testimonial scroll to Michael ©ompany, Detroit. Aon Peg-O-Panel 
‘ ote] “~ * rte. | if (oie f 1H) SPST) . j oul al : ‘ : 
- ‘ | sai pont | edi : . | J. Nedzbala, display director of the G. R lolding display sereen which is free-stand 
aeannhune eights * ae ~ ; ve 7 = = Koinne \ Shee ( orporation ce mitstan line ing’, r¢ adi adi | itole te ivallable Hoot 
an rhnatyo ' ] 2 | ‘ ] bg B I i} Hitation 1 ’ ‘ ~*~? if | ‘ ‘37 ‘ | ti¢ ‘ 4 
] cl it} we en _ ( * ( if) it] sorwies during 2 distinguished career. to all pad dAalici Tool Hat ita) borag | ney ii 
and support of human rignts humanitarian causes.” production It forms its vn background 
The chairmen ot the combined divisions In accepting the award, Nedzbala Hid ind provid mereased display area, pet 
reported that tentative tally revealed that that he as a non-Jew was particularly, mitting a aximum and versatiie displa 
’ . } ] le ‘ i) ¢»? 7S , t (i } ) oly | yt? avay if) ;* 
thie midusti C5 had preage a total . ore UU oratitied be AlIlS(¢ thie { hited ir \1 \ppeal ta pI met Tt , ith 
at the dinner with unsolicited o1 unheard 4 cause “that knows no barrier of « eed air folly displa creel avatlalble 
trom pledges Omarantecing that tiie yroup on] religious difference eines complete] “) ‘ 71 ed ith; pla at 
would on Well over the mark set as 1fs quota (s,1est speaker at thie dinnel Was \Tis ey Ne firiy ed oO? hoth sale in] Vo! Of 
The meeting was opened by the respective Caitt: Zand, noted New York civic leader and pearl gray, or ready for tinishn ith the 
chairmen of the divisions—tor the sign men, campaigner tor humanitarian causes. M1: nec i] plastic lacing lhe screen come 
Sam Langsner of La Sallet Neon = Sig Zand warned the guests not to be deceived ith trey ree te IX panel panel size 
Corporation, and Reuben Pearl of the Pearl by the apparent lessening of Soviet anti range trom 12. bi 6 neh to 48 by YU 
Neon Company, and tor the display section Semitism. neice 
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WELL-ROUNDED PROGRAM 
FOR MARKET WEEK ees 


LY-7; TAY at sia es [Continued from page 125] PRICE MARKERS 
Schack’s, Inc., Booth 177. sie DISPLAY SIGNS 


Scheuer Creations. Inc... Room 5OIA 


| sernard Schwartz & Co., Booths 116-139- ® Interchangeable 
( , 
a 140 141. | ® Solid Metal 
Select Flower & Display Company, Ince., , ar 
aes various finishes 


Sherman Paper Products ( Oorporation, Low Cost 


N A f} h ve ,ooths 156 157. For all retail shops 
| Shoe Form Company, Inc., Booth 123. 


Showcard Machine Company, Booths 17-18. 
Nat Siegel, Inc., Room 556A. 

" Silvestri Art Mfg. Company, Inc., Booths 
Conrad Hilton Hotet 179-180, 

standard Cellulose & Novelty Company, 
CHICAGO, ILLINOIS Inc., sooths 24-25-26 and Room 502. 
Staples-Smith, Inc., Rooms 512A-513A 
Dave Starkman Displays, Booths 65-66-67- 


DISTINCTIVE 








q| J ] 62-69 These interchangeable 
| . ; » lit 
June 2/ to july ae ee potas oeees Ok eee 
op c 7 9_150.151.157.15 
| Booths 145-146-147 148 149. 150-151-152-153- displays rae while they tell 
194 nied your complete price story at 
Swivelier Company, Inc., Booths 22-23. a glance. 
Timely Service, Inc., North Assembly They are unique, different - 
Room “B”, handsome, practical. Yet their 
sen Walters, Inc., Booths 64-84 cost is surprisingly low! 


Krederic Weinberg, Booth 12). 
ID. G. Williams, Inc., West Ballroom and a '444 catalog showing 
West Assembly Room. many different unique dis- 
NOTE: All booth numbers are on the plays. Write today! 
lower level of the Conrad Hulton hotel. 
Similarly, all room numbers are on the hiualion, 
: | fifth floor, the Normandie Lounge is on the Cow PRODUCTS CO. 
1196 Merchandise Mart | second floor and all other Space designa- 64 West 23rd Street 
Chicago 54, Illinois | tions are on the third floor. New York 10, N. Y. ORegon 5-3240 











ADVERTISING INDEX—JUNE, 1953 


Adiler-lones Co 7) Decorative Novelty Co 101 
Display & Exhibit 8&6 Decorative Plant Co 70 Illinois Bronze Powder Co 51 Paasche Airbrush Co. 
Ahrens, Inc., Milton S 109 DeGalan Co., Henry V & Parallel Mfz. Co. 

Ajax Box Co., The Display Craft 118 lacoby Corp., Mewes rg Park Lane Fabrics Co., Ine 


A 


, 


Advertiser s 


os 


\lexander-Tagg Industries, In Display Effects Jones, the Holly Wreath Man 94‘ Parkside Displays 
Allied Display Materials, Im Display Equipment Co losarah Enterprise ) 117 Plastergon Wall Board Co., 
Amer can Crayon Co . lhe Ja Displaytully Yours : Plasti Fabricators 
Amplex Corp isplay Marketers v9; ugdin Co 
} | I pl M h K ' L wn P ( 
. {) t ith 
Anchor Metal Spinning Co Display Products Mig. & vad YC \A aC. ' : , Rk 
\nkerum Mig (© ‘ Supply ( Rorrect- ay ; R ¢ +» Studios 
Arnold Wood Turning Co., H 9 Doerr and Associates Products Inside Front Cover R-i Wine Products 
Arrow Display Associates 8; I: L, Reflector Hardware Corp. 
Arts & Flowers Saton Bros, Corp Laverne Originals Reinermann Fixture Co 
R Lawter Chemicals, Inc é Research Products Corp 
ae ‘ , Lustra Corp. of America &3 Reyburn Mfg. Co., The 
ee ‘aulkner Laboratories - Lutz, A 7 Reynolds Electric Co. 
Barth | Decorative Studios ? ‘ildeen Inc “ies : 
’ Rocket Express Systems 
Becker Sign Supply Co : ‘ixture Mart. M 7 eel > ave stare 
Rest Devices Co ‘lair Plastics, Madisonia Manikins, Im > ~ eae = California 
Bishop Publishing Co Norida Leaf & Fern Co Maharam Fabric Corp ) R , ~s ¢ ; | 
, Ml vrove Feather C Inc Lustic urniture 0., ne 
Mliss Display Corp ormo Displays Co Mangrove eather o., Ine, < 
t0 i iapl: ( 0 23 ir, Mank« Fabrics 8 \ . 
perain seen) ’ > Frost, Jack A. Me a M: Schwartz & Co., Bernard 
Botanical Decorative Supply Co Frostee Sno Co Ro lechanical Man, Select Fl 1 & Display C 
Brevel Products Corp G Memorial Grass Co. ow Owes « ‘Spa; - 
Brown & Bros., Arthut Garrison-Wagner Co Messmore & Damon, Inc 
Bulkley, Dunton & Co... Ine a The ; , 1) 89. 11] Metal (,oods Corp 
Butler Mig. Co., Gactho#® Ca Karl W pom . , Met-Wood Display (ratt 
ye 7 ree . 
Bn OR Inside Back Co sane . Mintature Train Co. 
, General Die & Stamping Co. ; 2 
Butler Paper Corp P  remgmteny . Mitten’s Display Letters ; 
mcnerta Display ( orp Ho Miva Co Inc Siegel Ine ; Nat 
f Gjlo-Brite Products, Ine 2 M ae ae The Silvestri Art Mfg. Co., The 
alitornia Display Studto GoldE Mtg. Co. 7 cane pn lane Solarprut Shade Co. 
‘ertain-Teed Products Corp ) Mo Goldsmith & Sons Mulder : c . The Spanjyer Bros. 
hampion Bronze Powder Greggory Products Co. eons 1 Dissi: , Mf Co S & S Displays, Ine 
& Paint Co 7 Greneker Corp —_ a Stensgaard & Assoc., Inc., W. L 
harrot Co., Inc., The L. J 5 Griffin Graphic Arts ee! ; Sylvania Electric Products, Inc 
hicago Cardboard Co 2 HW National Association of T 
ohen Co., Art R 113, 125, 1. Hamberger, David Display Industries Taftel Bros., Ine 
ohen Display Equipment, Hansen Mfe. Co.. A. L National Sawdust Co., Inc. 101, fork Clock Co., Inc., The 
liarry ¢ Harlan Fabrics ( orp. Newhoff Associates, Sidney 4 Trim Rite Display Corp. 
ombination Products Co Helms Chemical Co. New York Display y 
ook & Meier, In Henry Hanger and Display Manutacturers Group 64, 65 Upson Co. 
P - 4 «< ‘ ‘ . - Y. . . ; 
oronet Mfg “0 Fixture Corp. of America Neel Mfg. Co. 121 \ 
oy, Disbrow & Co., In Hernard Mfg. Co., Inc. 2 Vaughn Displays, Inc. 
I) Hertvy Co (VYilaia & Co., R. 131 W 
Darling Mtg. Co., Inc., Herzberg-Robbins. Inc 3. Oblhorst, R. A. 131 Walters, Inc., Ben 
L. A 10, 11, Back Cover Hulsizer Artificial Flower Co. Oltmanns Decorating Co 73 Wiener, Albert A. 
Decorative Displays 95 Hurlock, Inc., W. C 2 Opportunity Exchange 134, 135 Williams, Inc., D. G. 


Shear-Prinz Associates 
Sherman Paper Products Corp 
Shoe Form Co., Ine. 
Showcard Machine 
Co 3, BR, 102, 110, 130, 132, 


OO 
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if marks genuine “DEG-BOARD”’ 


— EQUIPMENT 
accept no substitute ... the finest is your best buy! 


WRITE for literature, prices and name of your nearest distributor 


Copyright 1953 by 


B. B. BUTLER MFG.CO.,Inc. 


3150 Randolph Street « Bellwood e« Illinois 


“PEG-BOARD is the registered trademark of the 
B B Butler Mfg Co,Inc used to identify its products 









A fabulous new group of figures designed to accent the latest fashion 


| C Mhourtl. ALL PLASTIC MANNEQUINS 


silhouette, and add excitement and glamour to your merchandise. And don’t forget 
— Darling’s patented* all plastic construction is the finest available. Write for 


Free mannequin brochure or see your Darling Displays Distributor today. 


See this exquisite new series at our Chicago showrooms 

(222 West Adams) during Market Week and be sure , p L.A. DARLING CO., BRONSON, MICH. 
to visit us in booth 181 in the lower lobby at the NEW YORK = CHICAGO _LOS ANGELES 
Conrad Hilton Hotel. 47 W. 34th St. = 222 W. Adams St. 511 W. Olympic Bivd. 





